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Rough Proofs 


Management misunderstands the 
function of an advertising agency, 
says Dr. Julius Klein. And there 


is a bare possibility that even some || 


agencies misunderstand it. 


. = 


Donald D. Davis says he’s con- 
vinced that advertising can’t pull 
rabbits out of a silk hat. But hasn’t 
it been known to pull a few cus- 
tomers through a microphone? 


v v9 


Athletes will be featured in those 
new movie shorts for Camel cigar- 
ettes, and it’s to be taken for 
granted that one of the most appro- 
priate will feature a good, springy 
pole vaulter. 

vvwey 


How times. change. ADVERTISING 
AcE publishes a news story regard- 
ing a Marlboro cigarette campaign 
scheduled for Vogue, Harper’s Ba- 
zaar and magazines like that, and 
not even aé_ single eyebrow is 
elevated. 


7 oF 


“Ever had a baby?” demands Life, 
and before you even have time to 
think it over they move right on 
to the subject of baby carriages and 
multiple readership. 


v 


“Should advertising men travel?” 
asks ADVERTISING AGE editorially. 
Judging by the tinkle of tinware 
heard so frequently in this business, 
they not only should, but do. 

v 


v-¥ 


FTC has asked the Wahl Com- 
pany to desist from advertising that 
“Leakproof” pens will not leak. 
Why not just call them “Leakproof” 
and let it go at that? 


a a 


The confidence of composers’ and 
musicians’ unions in the ability of 
radio to endow their future is 
equaled only by the conviction of 
advertisers that music isn’t nearly 
as soothing as it’s supposed to be. 


oh woe 


Automobilists as a class, says the 
petroleum industry, earn less than 
$30 a week. And the rest of the 
class rises in a body to demand 
howinell they do it. 


— eS ow 


Cheney Bros., noting that the 
le bird usually wears the bril- 
nt plumage of his breed, is using 
e ornithological motif in its neck- 

e designs, which will not, however, 
called “Peacock.” 
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Good manners are the key to suc- 
esstul public relations work, says 

C. Carr, of Aluminum Company 
©! America. Maybe he can sell the 


1 to people who also drive auto- 
biles. 


~ 
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gifts they want, a market sur- 
’ seriously reports, but its spon- 


nder the heading of news. 
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\l Capone, who went to jail in 

‘932, is back in circulation. He 
nd the only guaranteed cure for 
rrying about the depression. 
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Sunkist Launches 
Research to Expand 
Citrus Fruit Sales 


Greater Demand Seen 
as Sole Solution of 
Industry's Problems 


Los Angeles, Nov. 16.—Bringing 
to a close a business year during 
which many of its members failed 
to make their production costs, the 
California Fruit Growers Exchange 
has decided to undertake a detailed 
market survey in three typical 
states to determine all of the facts 
surrounding the marketing of citrus 
fruits, including the completeness of 


College students ask for and get | 


shouldn't expect this to be filed | 


Merino wool plus mohair from Texas- 

grown goats equal new neckwear de- | 

lights for men, according to copy which 

inaugurates the Arowool line. (Story 
on Page 2.) 


South America Is 
Urged to Make 
Big Tourist Bid 


Washington Meeting 
Discusses Promotion of 
Pan-American Travel 


Washington, D. C., Nov. 16.—The 
groundwork for a cooperative ad- 
vertising campaign by Latin-Amer- 
ican countries designed to capture 
the tourist trade hitherto dedicated 
to Europe was laid here this week 
at a conference of transportation 
executives and United States gov- 
ernment officials. A recommenda- 
tion was offered for establishment 
of a national travel committee, to 
be composed of transportation com- 
pany heads, travel organization ex- 
ecutives and government officials. 
The plan provides for monthly 
meetings to define a program of 
travel promotion with South Amer- 
ican countries. 


Past Experiences Listed 


Edward J. Noble, Under Secretary 
of Commerce, said following the 
conference that he believes such a 
campaign would open new lanes of 
tourist travel. Francisco J. Her- 
nandez, chief of the travel division 
of the Pan American Union, under- 
took the task of transmitting a re- 
port of the discussions to Latin 
American governments, with the 
recommendation that they act fa- 
vorably. 

“While it is impossible to forecast 
any united action,” he commented, 
“it seems certain that at least some 
of these countries will see the pos- 
sibilities and take appropriate 
steps.” 

The coffee growing countries have 
already had evidence of the efficacy 
of advertising through their partici- 


—= | ager, 


pation in a campaign in the United 
(Continued on Page 8) 
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distribution and the costs involved 
in all phases of the operation. 

This news was transmitted to 
directors of the Exchange today by 
Paul S. Armstrong, general man- 
in his annual report. Mr. 
Armstrong said that the objective 
is to make sure that every outlet 
for consumption is being utilized to 
the utmost and that costs of pro- 
duction, packing, transportation and 
marketing are reduced to the mini- 
mum, 

He added that every effort must 
be directed toward the expansion 
of consumer demand because in that 
direction lies the ultimate solution 
of the industry’s present difficulties. 
This demand is not saturated and 
can be developed to still higher 
levels, Mr. Armstrong said. 

Despite the fact that the Ex- 
change spent $1,559,809 in adver- 
tising, Mr. Armstrong pointed out 
that many other food advertisers 

(Continued on Page 32) 


Standard Brands 
Launches Test on 
New Vitamin Food 


(Picture on Page 35) 

New York, Nov. 16.—A new vita- 
min and mineral food, pleasantly 
flavored and designed especially for 
children, is being introduced by 
Standard Brands, Inc., in test mar- 
kets in the East, it was learned this 
week. Called Fleischmann’s Forvi- 
tan, it is being supported by news- 
paper and spot radio advertising. 

Packaged in a cellophone-wrapped 
tray of four squares selling for 15 
cents and representing a two-day 
supply, Forvitan is being promoted 
as the answer to the vitamin and 

(Continued on Page 2) 


Business, Too, Has 
Demands to Make of 
Advertising: Davis 


Facts, Not Opinions, 
Rank First with General 
Mills Chief 


Chicago, Nov. 16.—A mild-spoken 
executive who has supervised the 
expenditure of millions of dollars 
in space, time and other advertising 
media, came 
down to this city (oy 
today from the sy 
wind swept § 
plains of Minne- §& 
sota to tell the B® 
Chicago Feder- 
ated Advertising 
Club that busi- 
ness men, just 
like the ever- 
clamoring con- 
sumers, expect 
something from 
advertising. 

The speaker 
was Donald D. Davis, president of 
General Mills. Mr. Davis explained 
that while he hadn’t been born into 
the advertising profession, he had 
at least received a substantial in- 
itiation in 1923 when he took over 
advertising supervision for the com- 
pany now known as General Mills. 
In that year, said Mr. Davis, he 
listened to 50 agency presentations. 

There have been more since, and 
out of them and the experience in 
guiding General Mills’ destinies 
have emerged the beliefs he pre- 
sented today. 

Good advertising, he declared, 
needs good products, and it must be 
based on facts, not opinions. The 
latter phrase is a byword with Gen- 
eral Mills. It has also been men- 
tioned frequently by consumer 
groups. 


Donald Davis 


Opinion Not Enough 


“We may be convinced that we 
make the best flour in the world,” 
he commented. “But our conviction 
in the matter is not the type of fact 
that will sell goods. 

“We have heard a lot recently 


(Continued on Page 29) 


Last Minute News Flashes 
Lifebuoy Account Goes to Esty 


Cambridge, Mass., Nov. 


17.—Lever Brothers has appointed William 
Esty & Co., New York, as agency for Lifebuoy soap, effective Jan. 


:, = 


was learned here today. While denying recent reports that any definite 
plans have been formulated for a new soap product called Swan, a Lever 


spokesman indicated that if such a 
Ryan will handle the account. 


product is brought out Ruthrauff & 


Davis Baking Powder to Ellis; Stanton Shifts 


New York, Nov. 


Sherman K. Ellis & Co., 


17.—Coincident with the resignation of Richard 
| Stanton as vice-president of the Charles W. 


Hoyt. Company, to join 


in an executive capacity, the baking powder 


advertising of R. B. Davis Company has been placed with the Ellis 


agency. 


New York, Nov. 


ing manager of McKesson & Robbins, 


Mr. Stanton directed the account at Hoyt. 


Van Riper Named McKesson & Robbins Ad Chief 


it was announced today. 


| 
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Hint FTC Wavered in 
Pressing Magazine Action 


Competitors of Hearst 
Make Appearances As 
Witnesses in Case 


New York, Nov. 16.—A mild sen- 
sation punctuated the windup of the 
first phase of the Federal Trade 
Commission’s case against Good 
Housekeeping here this week when 
I. W. Digges, Hearst counsel, 
brought forth an intimation that 
the FTC had considered the advis- 
ability, at one point during its pre- 
liminary investigation, of dropping 
the case entirely. 

Mr. Digges’ shot was fired 
during cross-examination of Louis 
F. Sperry, FTC investigator, when 
the attorney demanded: 

“Do you know for a fact that the 
Chief Examiner recommended that 
the investigation be dropped?” 

FTC counsel James F. Fort leaped 
to his feet with an objection, which 
was sustained by the trial examiner. 
The witness was not permitted to 
answer the question. 


Scene Will Shift 


Today’s session brought to a close 
the first act in the advertising 
drama which will take to the road 
and re-open for a Chicago stand of 
about 10 days beginning Nov. 28. 
Thereafter the scene will be shifted 
to Washington where the FTC will 
bring its case to an end. It is ex- 
pected that Good Housekeeping will 
have its first opportunity to present 
its side of the story shortly after 
the first of the year when hearings 
are scheduled to re-open in New 
York. 

Highlights of the past week’s tes- 
timony were the appearance on the 
witness stand of two Good House- 
keeping competitors, Walter D. Ful- 
ler, president of Curtis Publishing 
Company, and Otis L. Wiese, editor 
of McCall's. 

The latter confirmed reports that 
have been heard in advertising cir- 
cles to the effect that McCall’s is de- 
veloping plans for the establishment 

(Continued on Page 4) 


Second Red-Coated 
‘Johnny’ Ready to 
Step Forth in Copy 


(Picture on Page 35) 

Cleveland, Nov. 16.—Philip Mor- 
ris’ famous “Johnny” seemed des- 
tined this week to have a red- 
jacketed twin as the result of 
promotion plans disclosed by Wil- 
don Company, manufacturer of 
“Johnny-on-the-Spot” cleaner. 

Building its entire advertising 
campaign around the personifica- 
tion of its product’s name, Wildon 
outlined a test campaign for the 
Cleveland area involving three daily 
radio programs over Station WHK, 
newspaper advertising in coopera- 
,tion with local dealers, point-of- 
purchase displays and direct mail. 


| Gregory & Bolton is the agency. 


A unique angle of “Johnny’s” 
makeup is his bright red cap, 
fashioned in the same shape as the 
product’s botle top. On the air 
“Johnny” will be fitted out with 
a distinctive voice. He will sponsor 
a contest on “how ‘Johnny-on-the- 


| Spot’ Saved a Situation.” The prod- 
17.—L. M. Van Riper has been appointed advertis- | uct is recommended for removing 


He has stains from auto upholstery, furni- 


been with the company since 1929, previous to which he was advertising| ture, carpets and clothing. 
manager of Conde Nast Publications, vice-president and general sales 


manager of Ajax Rubber Company and Chicago manager for United 


States Tire & Rubber Company. 


+... 


It is expected that a national 
campaign will follow the initial test 
effort. 
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General Motors Get 
Maximum Penalty 
In Finance Case 


South Bend, Ind., Nov. 17.—Gen- 
eral Motors Corporation and three 
subsidiaries were fined a 
$20,000 today after a federal jury 
had found them guilty of violating 
the Sherman anti-trust law in using 
coercive tactics to make dealers fi- 
nance cars through General Motors 
Acceptance Corporation. 

The fines—$5,000 for each divi- 
sion—were the maximum provided 
by law. Judge Walter C. Lindley 
overruled motions for a new trial 
and arrest of judgment. He also 
ordered that General Motors and 
General Motors Sales Corporation 
each pay half the costs of prosecu- 
tion. The trial is estimated to have 
cost each side $500,000 in total ex- 
pense. 

Defense attorneys were granted 
90 days in which to file a bill of 
exceptions. 


total of | 


from several former General Motors 
|dealers who told of incidents indi- 
\cating that the company had 
brought pressure to bear to have 
| them use GMAC finance facilities. 
| General Motors counsel sought to 
jrefute this testimony by placing 
many of its present dealers on the 
stand and by having leading com- 
| pany executives disclaim statements 
attributed to them by government 
witnesses. 

This court battle has been under 
|the spotlight of the entire automo- 
'tive industry because the ultimate 
decision will affect not only General 
Motors but Ford Motor Company 
and Chrysler Corporation as well. 
The latter two signed consent de- 
crees to avoid court action, with 
ithe proviso that these decrees 
| would be voided if General Motors 
| won its case. 

Most puzzling fact in the verdict 
|rendered by the jury was that it 


| found the company guilty but the | 


| officials innocent. This mixed opin- 
| ion led both sides to claim a victory, 
although government counsel said 
that it had had no particular desire 
to seek jail sentences for the execu- 
tives who had been indicted. The 
17 individual defendants included 


The trial, which started Oct. 9,| many high ranking officials of Gen- 


came to a close more quickly than 
had been expected. 
ment based its case upon testimony 


eral Motors, headed by Alfred P. 


Knudsen, president. 


Launches Test on 


New Vitamin Food 


(Continued from Page 1) 


mineral needs of both children and 
adults. “Nota candy, it is a highly 
{nutritious food,’ according to the 
label. 

| The product contains Vitamins A, 


|B,, D and G, as well as cal- 
|cium, phosphorus and iron. Three 
years of research and _ testing 


have preceded the marketing of the 
product. Thomas L. Smith, presi- 
dent of Standard Brands, pointed to 
a well-recognized need of extra vit- 
amins among growing children in 
his announcement of the new prod- 
j}uct, pointing to government surveys 
|'which indicate widespread vitamin 
|deficiencies among American fami- 
| lies. 

Test areas in which Forvitan is 
‘being introduced are Binghamton, 
N. Y., Harrisburg, Pa., and Port- 
land, Me. Advertising is under the 
direction of J. Walter Thompson 
Company. 


| Chain Tax Illegal 


The Georgia Supreme Court has 


The govern- | Sloan, chairman, and William S. | held illegal a chain store tax im- 
| posed by the city of Columbus. 


Here are but a few of the prod- 
ucts for which a definite need 


exists 


Markets. 
ists 


among 


tions, whose manufacturing ca- 


gest sources of supply in this coun- 


WANTED: American 


Manufacturers of these 
Products to Sell to 
xport Markets... 


Builders’ Hardware 
Diesel Motors 
Hospital Supplies 


Industrial Chemicals 
Industrial Electrical 
Supplies and Equipment 


Machine Tools 


Metal Working Machinery 


Mining Equipment 


TODAY among export 


Particularly, in Latin 


. , more of 
America. A virtual vacuum ex- 


in the sources of supply 


industrial European na- 


pacities are working overtime 
on war needs. The above list 
is but a small cross-section of ° 


the products for which we 


have been called upon to sug- 


try. What have you to sell to the 


Latin American export markets? 


tions. Each stands preeminent in 
its field 
list of hand-picked prospects for 
your exportables. Go after this 


business NOW. Dig-in TODAY 


big profits! Your nearest “B.P.I.C 
representative will 


show you how. 


Packaging Machinery 
Pharmaceutical Chemicals 
Processing Equipment 


Railroad Equipment 


Rubber Fabricating Equipment 


Small Tools 


Testing Instruments 


Textile Machinery 


Welding Equipment 


“Hang your sign” in one or 


the “B.P.LC. publica- 


. each offers you a 


. . for a long time pull among 


be glad 


to 


Get Your Free Copy of 
International 
Confidential Bulletin 
No. 25 


That these tree *B.P.1.C. Bulletins 
render a genuine information service 
to American export firms is attested 
by the many requests we have for 
them. Bulletin No. 25 gives foreign 
traders (a) A concise, layman's study 
of the Neutrality Bill's commercial 
provisions, with an analysis of pro- 
hibited and permitted ports, credits, 
title transters and proof of transfers 
Also, discussions of Canadian ship- 
ments, combat zones, American sub- 
sidiaries in belligerent areas, imports, 
etc. (b) A resume of the present status 
(c) A tabulated 
comparison of all U. S. export clear- 
ances for Septernber, 1939, and Sep- 
tember, 1938. This last minute news 
service is sent FREE to all Ameri- 
can exporters 


TODAY! 


of overseas mails 


Send tor your copy — 


INGENIERIA INTERNACIONAL 
EL AUTOMOVIL AMERICANO 


THE AMERICAN AUTOMOBILE 
(Overseas Edition) 


EL FARMACEUTICO 


BRANCH OFFICES — 16 So 
Boston, Hanna Bldg_., 


EXPORT HEADQUARTERS ARE AT 


“Business Publishers International Corporation 


(Affiliated with McGraw-Hill Publishing Co., Inc., and Chilton Company, Inc.) 


330 WEST 42nd STREET 


* NEW YORK CITY 


Broad Street, Philadelphia, 1427 Statler Bldg., Park Square, 
Cleveland, 520 N. Michigan Ave 
Detroit; 68 Post St., San Francisco; 517 North Beachwood Drive, Los Angeles; 1105 
Rhodes-Haverty Bldg., Atlanta, Ga 


, Chicago, General Motors Bldg., 


re, 


Schick Revises 
Management Policy 
fo Recapture Lead 


Not Competition, Is 
Cordiner Thesis 


New York, Nov. 16.—How a re- 
vised management policy and a new 
merchandising idea backed up by 
a concentrated 
advertising cam- 
paign enabled Hae 
Schick Dry § 
Shaver, Inc., to @ 
regain the domi- ™ 
nant position in 
jthe industry 
|which it created, 
all within a 90- 
day period, was 
| related here this 
| week by Ralph J. 
Cordiner, Schick 
president, before 
the Sales Execu- 
| tives Club. 

Mr. Cordiner, who left General 
Electric Company last August to 
| join Schick, declared that an in- 


Ralph J. Cordiner 


ventory Aug. 1 revealed stocks of | 


Arowool Neckties 


| shavers exceeding sales of the past 
|19 months. All have now been 
|moved. August, September and 
| October were the three best months 
in Schick history, even exceeding 


Schick had the field to itself. 

Concentration upon selling Schick 
shavers, rather than fighting com- 
petitors in courts over patent rights, 
was cited as a major factor in the 
company’s renaissance. Mr. Cord- 
iner asserted that reputable com- 
petitors, whose products do not di- 
rectly infringe Schick rights, have 
a place in the industry and that a 
return to 1935 conditions when 
Schick had to bear the whole bur- 
den of putting across a new indus- 
try would be “the worst thing that 
could happen.” 


Cites $2,000,000 Copy Investment 


Tracing the development of the 
‘electric shaver industry, he pointed 
;}out that by the end of the year 
| Schick will have spent $2,000,000 in 
advertising since 1934. This, he said, 
is more than the combined expendi- 
tures of the rest of the industry. 
Because the idea of an electric 
shaver still must be sold through 
advertising, and because a power 
razor is a_ specialty appliance, 
Schick should spend $1 a shaver for 
advertising, he declared. 

Mr. Cordiner told how Col. Jacob 


_ patents in 1928 and 1929, and 
formed his company the next year. 
There were eight employes at first, 
| including Col. Schick and wife. 
Sales in 1931 amounted to 3,000 


year for the next four years. 
He related how the late 


when he gained the right to sell 
Schick shavers at the Century of 
Progress in Chicago. He later en- 
tered the business by marketing the 
Packard razor, with the resultant 
prolonged Packard - Schick litiga- 
tion which was settled only two 
months ago. 


| Competition Mushrooms 

Last year, there were 41 com- 
panies marketing shavers, Mr 
|Cordiner said. All infringed Schick 


Concentrate on Sales, 


the records established in 1935 when | 


Schick received his first dry shaver | 


Archie 
Andrews got his start in the field | 


patents, he said, but it was impos. 
sible to get judgments againg 
every competitor. He estimated tha; 
5,000,000 shavers were sold by the 
beginning of this year, but that on}, 
about 60 per cent of them are jp 
use. 

Schick slipped from a dominan; 
first in sales to a poor third, he 
said, with a variety of reasons cop. 
tributing to the decline after Co) 
Schick’s death. The company was 
|without a_ president for 
months. 

The trade-in campaign, launched 
in 55 newspapers this fall, resulteg 
in more than 1,000,000 lines ot tie. 
up advertising placed and paid fo; 
by dealers. About 90 per cent of 
the razors accepted in trade for ney 
Schicks were blade razors. The 19 
per cent of dry shavers will not be 
returned to the domestic market. 
and no disposition has been made 
of them as yet, he reported. 

Mr. Cordiner said that the bes 
outlets for dry shavers are jewelry, 
drug and department stores in the 
order named. Jewelers rank first 
because of their policy of selling 
shavers on the installment plan. 

The Schick executive also dis- 
cussed the Christmas campaign dur- 
ing which the company is featuring 
a “plus service” by packaging its 
-product in a deluxe case which 
gives users “an extra bathroom” by 
permitting shaving anywhere. (Ap- 
VERTISING AGE, Nov. 6.) 


a Ven 


Get Initial Push 
in Magazine Copy 


(Picture on Page 1) 

New York, Nov. 16.—A new ad- 
dition to the neckwear line of 
Cluett, Peabody & Co. was intro- 
duced this week under the trade 
name of Arowool. First advertising 
of the product, appearing in De- 
cember Esquire, is marked by a 
continuation of the light touch 
which has marked Arrow shirt ad- 
vertising for some time. 

Arowool ties, featuring bright 
stripes and plaids, are made from 
Merino wool and mohair from half- 
grown Texas goats. This is dra- 
povrqenne wid demonstrated in _ the 
magazine insertion which pictures 
both animals. Arowool, as well as 
other Arrow ties, will also be pro- 
/_moted after the first of next year 
'in column copy in Collier’s and Life. 


| Editorial Style Stressed 
| Current Arrow 


shirt copy, ap- 
|pearing in a schedule which in- 
cludes Collier’s, Esquire, Liberty, 
The Saturday Evening Post and 
| Time, is marked by a slight change 
vin technique, the comic illustrations 
iof domestic strife caused by 
‘rumpled collars being more promi- 
/nently featured than previously. 
This shift in the shirt advertising 
|was made, an Arrow spokesman 
| pointed out, in an effort to make the 
copy more closely approach editorial 
istyle than heretofore. Young & 
| Rubicam is the agency. 


Bruce Names R&R 


E. L. Bruce Company, Memphis, 
manufacturer of hardwood floorings, 
has named Ruthrauff & Ryan, Chi- 
cago, to direct the advertising 0 
all its divisions including floorings, 
| floor waxes and finishes and Ter- 

minix Service for the control of 
| termites. 


units, but volume quadrupled every | 


“Jewish Record” Bows 
The Jewish Record, Anglo-Jewish 
| weekly, will make its initial appear- 
ance Nov. 24 in Atlantic City, N. J 
It will be published by Herman 

! Burwasser in the Central bldg. 


—— 
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when you're in PRACTICAL 


70,000 builders a month 
PRACTICAL BUILDER 


INDUSTRIAL PUBLICATIONS, 


3 


BUILDER 
...and “clocking” 


Published by 


Van 


Inc. 
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‘Taxes? Farmers Prefer Cyclones! 


As result of research and organization of tax reform groups by The Farmer-Stockman 


Oklahoma farmers are paying close to a minimum of taxes... pocketing millions a year. 


See the Farmer. 

The Farmer is angry. 

Why is the Farmer angry? 

He is angry because he is paying 
his taxes. 


‘ | ‘HAT’S the nice way to put it in the primer ~ 


for the little folks. As man to man, he hates 
their guts. A farmer will kick and cuss more 
about a little dab of taxes than a cyclone. 

Out here in Oklahoma his kicking and cus- 
sing—and our help—have got results. The 
farmer isn’t paying high taxes any more. 

During the 20's the tax load built up, levy 
on levy. It became too big to carry. One abuse 
after another crept into schools and counties. 

We of The Farmer-Stockman staff dug into 
tax records, put our finger on waste and graft, 
called meetings of farmers and gave them the 
facts. We then told them how they might or- 
ganize tax groups. We furnished the by-laws. 

That's all they wanted to know—how to 
bring taxes down. After we helped farmers in 
21 counties to set up taxpayers’ associations the 
movement took care of itself. It swept the state. 

The cost of local government dropped 20 
to 50 percent in the various counties. 


‘i next attack was on state taxes. In 
Oklahoma an amendment to the state’s 
constitution abolished ad valorem taxes in 
support of state government. Following, an 
exemption of taxes on homesteads in amount 
of $1,000 assessed value was placed in the 
constitution. Not content with that record the 


TAX MEETINGS HELD IN 21 COUNTIES 


cis 


cats 


FARMER-STOCKMAN EDITORS AND TAX EXPERTS EXAMINE COUNTY TAX BOOKS 


legislature placed a limit of 15 mills on taxes 
to be levied for support of all local government. 

As the result of these acts the farmer is 
paying close to the minimum of taxes. He has 
about every protection in the security of his 
home that the law can give him. 


ta FARMER-STOCKMAN didn’t do all this 
We merely started the ball rolling. We 
helped to create the public sentiment that made 
possible changes in the organic law. That is all 
a paper can do—present facts and arguments 
and let public opinion bring about the results. 

What did this reduction amount to? The 
total cost of local government in Oklahoma 
reached a peak in 1930-31 of $92,427,757. 
After the squeeze, it reached a low point in 
1934-35 of $68,224,759. So here is a saving of 
$24,202,998 in one year over the fourth year 
previous. Farmers put half that amount in their 
pockets as a net gain. They have saved that 
amount each year since. 

Lower taxes is a basic reform. Taxes is a 
cost of doing business. The less taxes a farmer 
pays the more goods and services he can buy. 


a a he “ee 


Editor, The Farmer-Stockman 


res from time to time, the occasion has 
demanded, Farmer-Stockman editors have 
forsaken their roles of soft spoken advisers to 
their nearly a quarter million subscribers and 
have turned ardent crusaders for the best in- 
terests of the farmers of the entire Southwest. 
The fight against burdensome taxes is but one 
phase of this sort of constructive editorial cru- 
sading that has earned for The Farmer-Stock- 
man the distinction of being the most powerful 
influence in the Southwestern agricultural area. 


Oklahoma's 1930-31 ; 1934-35 ———, 
Tax Burden Towered ! ; to $68,224,759 — A 
to $92 427,757 ‘ . 2 $24,202,998 Saving. 


THE FARMER-STOCKMAN 
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Ca He foie 


ADVERTISING AGE 


November 20, 1939 


First Act of 
FIC-Hearst Drama 
Draws to a Close 


(Continued from page 1) 


of a coalition of testing laboratories 
for the mutual benefit of consumers, 
advertisers and publishers. 

He explained that the plan is ten- 
tative but an effort will be made 
to put the idea into practice within 
six months. He declared that the 


issuance of seals is not a part of 
the plan, and that other magazines 
will be invited to participate. There 


is no reason why Good Housskeep-| 
ing should not be invited, he testi- 
fied. When asked if he considers 
that Good Housekeeping engages in| 
unfair competition, FTC counsel ob-| 
jected and he was not permitted to 
answer. 

Mr. Fuller declared that Curtis 
maintains a testing laboratory for 
Ladies’ Home Journal, but that its 
findings are used only for editorial 
purposes. Curtis has never author- 
ized any advertiser to use results of 
these tests, and no Curtis publica- 
tion has ever guaranteed its adver- 
tising, he said. 

While Mr. Fort was questioning 
Mr. Fuller, he sought to gain the 
introduction of a memorandum car- 
ried by the witness as to circulation 
and linage figures of four leading 


| 
women’s magazines. Mr. Digges’| 
objection that this slip of paper did 
not constitute admissible evidence | 
was upheld by the examiner. It! 
was learned that the slip intended 
to show that Good Housekeeping | 
has a smaller circulation than its | 


| leading competitors, but that its ad-| 


vertising revenue is much greater. 


Statement of Policies 


Mr. Fuller also contributed a 
statement of the advertising policies 
of his company, which was admitted 
as evidence over the strenuous ob- 
jections of Hearst counsel. This 
statement elaborated upon Mr. Ful- 
ler’s testimony, and was entered 
into the record by Mr. Fort in order 
to show the policies of ‘“‘a publisher 
who engages in fair competition.” 

Mr. Sperry, the FTC investigator 


who was active in the preparation 
of the case over a period of years, 
testified concerning his frequent 
visits to Good Housekeeping offices. 
He declared that he had been ex- 
tended every cooperation from the 
staff, that he had talked with War- 
{ren Agry, business manager, on sev- 
eral occasions, and that he had been 
given free access to the magazine’s 
file and had photostatic copies made 
of numerous documents. These 
photostats were admitted as evi- 
dence. 

Mr. Sperry said that Mr. Agry 
had talked to him about the diffi- 
culty which the magazine had in 
writing copy about dresses featured 
in Good Housekeeping editorial 
pages, since manufacturers were 
offended if the word “rayon” was 


Here's penetrating coverage. Every fourth family in Richmond 
reads The Family Circle . . . more different Richmond families 
than are reached by any two national magazines combined! 
That's because FC is obtainable only in important chain gro- 


M hen R E readers than 


any National Magazine! 


ceries, located mostly in big cities. 


Plus high reader observation. Thirty-two separate reader studies 
—made by four independent research organizations—show that 
FC’s 100% housewife-shopper audience reads advertisements 


carefully. 


Plus frequency of contact. The Family Circle is read in 10,950 


Richmond homes every week. 


The Family Circle is the only women's magazine that of- 
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fers this powerful combination of penetrating coverage, 


high observation of advertising, 4nd weekly frequency. 


For this extra sales-stimulating power among 1,400,000 customer- 
families in your best markets, the cost is only $2800 a page. 


FAMILY CIRCLE 


THE 


“Every reader a customer” 


NEWARK NEW YORK 


CHICAGO 
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Coverage of Richmond families by 


In these cities of 100,000 population or 
more, The Family Circle goes into more 


leading magazines 


z THE FAMILY CIRCLE 24.4% 
‘a Women's Service Magazines 
"| Woman's Home Companion 13.6% 
t Ladies’ Home Journal 12.8% 
@ McCall's 12.1% 
mi Good Housekeeping 11.1% 
Weekly Magazines 
Saturday Evening Post 12.6% 
€ Collier's 10.9% 
¥ Liberty 10.4% 


i homes than any national magazine. 

2 Cleveland Richmond 

es Dallas Sacramento 

& Denver Salt Lake City 

= £EI Paso San Diego 

& Fort Worth San Francisco 

i Little Rock Seattle 

® Oakland Spokane 

3 Oklahoma City Tacoma 

= Omaha Tulsa 

' Philadelphia Washington 
SAN FRANCISCO é Portland, Ore. Wilmington 
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used in describing their products. 
To circumvent the difficulty, such 
terms as “pure dye acetate crepe” 
were used. Mr. Sperry testifieg 
that such terms were either mean. 
ingless or misleading to consumers, 
particularly since the pages upon 
which the dresses were featured 
bore the heading, “Silks for Day. 
time or Dinner.” 

Mr. Sperry revealed on cross ex. 
amination by Hearst counsel that a 
complaint regarding Good House. 
keeping’s alleged misleading refer. 
ence to garments as made of silk 
when in fact all were made of rayon 
was the reason for his first visit to 
the magazine’s offices in 1936. On 
later visits, Mr. Sperry discussed 
the magazine’s system of seals and 


guarantees with Mr. Agry. 
Under Mr. Digges’ questioning, 
“| Mr. Sperry admitted that there was 


a difference of opinion in the gar- 
ment trade as to the meaning of 
“pure dye,” but that it was gener- 
ally believed to mean silk. He tes- 
tified that he had been told at Good 
Housekeeping that stores paid a five 
to seven per cent commission to the 
magazine for sales of dresses fea- 
tured editorially in the magazine. 
Many of the documents entered into 
evidence were photostats of records 
of such dealings. 


Testimony on Shopping Service 


Much of the week’s testimony 
concerned the shopping service 
formerly operated by Good House- 
keeping. Mrs. Margaret Stone, for 
12 years a member of the editorial 
staff, was called as an FTC witness. 
Counsel for the magazine objected 
to her testimony on the grounds that 
the shopping service did not consti- 
tute interstate commerce, pointing 
to a precedent in a 1936 case involv- 
ing Conde Nast Publications, when 
a court ruled that such a service did 
not constitute interstate commerce. 
The trial examiner, however, over- 
ruled the objection. 

Highly technical testimony from 
two dermatologists who put into the 
voluminous record their opinions on 
advertised skin preparations and 
dandruff remedies also marked the 
hearings this week. Among the 
products whose advertising claims 


were scrutinized were Pond’s 
creams, Jergen’s lotion, Elizabeth 
Arden cosmetics, Cuticura, Fitch’s 


shampoo and Fleischmann’s yeast. 

Throughout the three weeks of 
hearings here, FTC attorneys have 
confined themselves to mention of 
companies and products which have 
had prior dealings with either the 
FTC or the Food & Drug Adminis- 
tration. It is expected that this 
policy will be pursued for the rest 
of the case. 


To Gale & Pietsch 


Cooper, Wells & Co., St. Joseph, 
Mich., has appointed Gale & Pietsch, 
Chicago, to handle the advertising 
of Admiration costume hosiery for 
women and Iron Clad hose for men. 


Howell Advanced 


J. H. Howell, formerly in the sales 
department, has been named adver- 
tising manager of Cleveland Trac- 
tor Company, Cleveland. 


KAUFMANN & FABRY CO 


TELEPHONE 


HARRISON 3135 
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ADVERTISING AGE 


—— 


THE PLUS VALUE OF CONFIDENCE 


AND ACCEPTANCE 


You get this Extra Value when you invest in the Advertising Columns of “Chicago's HOME Newspaper’—The Chicago Daily News 


Vana sales messages appear in a news- 
paper noted for accuracy and thor- 
oughness and unexcelled writing when 
they are published in The Chicago Daily 
News. Built forleisure reading in the home 
... for reading by every member of the 
family, The Chicago Daily News bends its 
effort to serve and serve well its readers. 


* & * 


No staff exists on any newspaper any- 
where that surpasses the Foreign Ser- 
vice of The Chicago Daily News in ability 
and repute. The first world-wide foreign 
news organization to be founded by an 
American newspaper, this service has for 
40 years gathered and re- 
ported the news abroad accu- 
rately and completely. Carroll 
Binder, foreign editor, and 
members of the Service have 
had years of experience in the 
field. Three members have 
won Pulitzer Prize citations 
for outstanding foreign cor- 
respondence. 


+ & & 


The battles for better living in this city, 
this state and this nation are fought on the 
editorial page. The Chicago Daily News 
has been a constructive force ever since its 
founding 63 years ago. No one ever has 
had to guess what position this news- 
paper might take in a case involving the 
public welfare. It supports with all its 
might that which it believes to be right; 
and it opposes with equal vigor that which 
it believes to be wrong. It is not infallible. 
It is human. It makes mistakes. But it is 
glad to be corrected when it errs. And it 
is sincere, without fail. Chicagoans put 
their faith and confidence in The Chicago 
Daily News. 


* * * 


“For and About Women”... distinctive, 
dramatic section edited by Leola Allard... 
ranks supreme in the quality and diversi- 
fication of its —— to the women of 
metropolitan Chicago. Illustrated with 
striking photographs, “For and About 
Women” offers news and features of inter- 
est to every modern, progressive woman. 
Authoritative articles and columns dealing 
with the home, society, fashion and beauty 
news, child care, etiquette, the planning 
and preparation of meals are of interest 
and worth to thousands. 


* *& 


The sports editor of this newspaper is 
Lloyd Lewis, biographer and historian. 


T 
4 


And its chiefsports columnistis the nation- 
ally known humorist and vivid reporter, 
John P. Carmichael. No brighter, no better- 
written sports pages exist than those of 
The Chicago Daily News. With the in- 
crease of leisure time the importance of 
sports and the interest they attract are 
greater than ever before. It is of signifi- 
cance to every advertiser that these pages 
in The Chicago Daily News are done well. 
For their authoritativeness makes for thor- 
ough reading ... and thorough reading is 
an advertising success necessity. 


+ & & 


Chicago is the heart of the Middle West's 


i 
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world of finance. It is the nation’s center 
of distribution—at the country’s very 
crossroads. The Chicago Daily News has 
recognized the importance of providing 
skilled coverage and interpretive report- 
ing of financial news. Royal F. Munger, 
an able commentator and analyst, is Finan- 
cial Editor. His daily column discusses 
financial news the same day it “breaks.” 
He is supported by a highly trained and 


versatile staff. 
x * * 


The Saturday Travel Pages of The 
Chicago Daily News, edited by Lucia 
Lewis, have built unusual reader interest. 
They serve as headquarters for more than 
27,000 members of The Daily News Travel 
Club. And their authenticity is attested by 
the fact that Lucia Lewis travels thousands 
upon thousands of miles annually, report- 
ing travel attractions at first hand. 


* *& 


The Book Section of The Chicago Daily 
News is published every Wednesday. 
Edited by Sterling North, these pages 
have become the acknowledged center 


of literary criticism and expression in 
the entire Middle West. 


* & 


Staff cameramen of The Chicago Daily 
News, headed by Clyde T. Brown, rank 
with the nation’s best. The quality of 


the photographs published by this news- 
paper, and the extensive picture news 
coverage that has been developed are 
potent forces in attracting and folding 
reader interest. 


*& & & 


There are two full-time advertising 
censors on the staff of The Chicago Daily 
News—one for classified and the other 
for display. These men are responsible 
for the maintenance of the high adver- 
tising standards of this newspaper. The 
Chicago Daily News does not accept 
alcoholic beverage advertising, harmful 
medical advertising or questionable lin- 
age of any description. These 
policies are measures taken 
to protect readers. Other 
Chicago newspapers last 
year published more than 
$1,000,000 worth of adver- 
tising unacceptable to The 
Chicago Daily News. 


* *& * 


This isa Home newspaper— 
designed for growing, impres- 
sionable children to read, as well as adults. 


* & & 


The “direction” of a newspaper's cir- 
culation is of vital importance to every 
advertiser. The Chicago Daily News is 
directed into the homes. Eighty-six per 
cent of this newspaper’s press run occurs 
after 2 p.m. And no matter whether a copy 
is purchased ona newsstand or is deliver- 
ed to the home by carrier, The Chicago 
Daily News gets into the homes to remain 
there and enjoy full-family, leisure reader- 
ship. Into the homes .. . the “direction’”’ 
of this newspaper’s circulation—the most 
profitable route for advertising messages. 


* & 


Ever since it was founded, two days be- 
fore Christmas, 1875, The Chicago Daily 
News has been designed to be read by 
every member of the family. It is complete, 
clean and accurate. It produces economical 
results because it has won the confidence 
and acceptance of a large and responsive 
audience of families. 


* & * 


The Chicago Daily News Home Cover- 
age circulation of Able-to-Buy families 
penetrates every section of the city and 
suburbs, exactly paralleling purchasing 
power. Well in excess of 1,000,000 per- 
sons among over 440,000 families saielnly 
read this newspaper. 


CHICAGO’S HOME NEWSPAPER - WITH THE MOST VALUABLE CIRCULATION IN THE CITY 


THE CHICAGO DAILY NEWS 


DAILY NEWS PLAZA, 00 W. Madison St., CHICAGO + NEW YORK OFFICE, 9 Rockefeller Plaza + DETROIT OFFICE, 4-119 General Motors Bldg. *« SAN FRANCISCO OFFICE, Hobart Bidg. 
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FARMING — incredibly big and unbelievably important! A large part 


of our population looks to it for livelihood. Its cash income from market- 
ings alone exceeds the wages paid workers in all manufacturing estab- | 
lishments. It rules politics, supports cities, makes or breaks national pros: |_| 


perity, and is the greatest single market for manufacturers today. 


As an example, Farm Journal and Farmer’s Wife families alone own 
some 2,390,000 automobiles, 737,000 trucks, and an additional 1,280,000 
tractors —a total of 4,407,000 automotive units. 


— Nearly a million and a half more than there are in the 
six largest cities in the United States combined (New York, 


Chicago, Philadelphia, Detroit, Los Angeles and Cleveland). 


—More automotive units than are owned by the 


readers of any magazine in the United States. 


In driving twenty billion (20,000,000,000) miles a year, 
Farm Journal’s two and a half million families use: 
1,750,000,000 gallons of gasoline 
256,000,000 quarts of oil 
They replace annually: 
3,066,200 tires 
8,184,600 spark plugs 
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This serves merely to illustrate the enormous demand for all types of merchan- 
dise on the part of modern farm people. It is this huge, active market that is 
so powerfully influenced by the size and might of Farm Journal and Farmer’s 
Wife. Its 2,500,000 family audience constitutes the largest mail-delivered cir- 
culation of any magazine. Its two complete covers and contents make it equally 


interesting to both men and women—an interest greatly intensified by the news 
s L ) 3 


interpretation which 4-day writer-to-reader service makes possible. 


If you are interested in mass sales, Farm Journal is your essential medium 


for 1940! 
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Rising Prices 
Hurt U. $. Chances 
in South America 


Celotex Executive Dis- 
cusses Current Export- 
ing Problems 


‘against manufacturers who 


force Argentine distributors of 
American products to quote prices 
considerably higher than for the 
comparable goods of other countries, 
notably England. 

The volatile natives of Argentina 
and other South American coun- 
tries, Mr. Hidalgo explained, are 
prone to look at final results instead 
of the series of developments which 
produced them. While they them- 
selves are helping to raise prices by 
building up inventories during the 
first war hysteria, they are likely 
to generate considerable ill will 
“take 


Chicago, Nov. 17.—While the war | advantage of them” in a time of 
has come to the rescue of American | Stress. 


exporters in their dealings with 
Argentina and other South Amer- 
ican countries by ending the ad- 
verse exchange differential, Oscar 
Hidalgo, manager of the South 
American division of the Celotex 
Corporation, today expressed doubt 
whether manufacturers of this coun- 
try are export-wise enough to be 
able to capitalize on their new 
opportunity. 

Mr. Hidalgo, leaving Chicago 
after one of his periodical visits to 
the company’s headquarters, said 
that rising prices already threaten 
to wipe out the parity momentarily 


gained. Higher freight rates have | 
already been announced which, with | United States exporters have di- 


The British Strategy 


England is much wiser than the 
United States in this regard, Mr. 
Hidalgo asserted. It is in a pre- 
ferred position as an exporter to 
Argentina because it buys twice as 
much of South America’s products 
as the United States does. But even 
if the situation were reversed, he 
observed, English exporters would 
probably come out victorious in the 
long run, simply because they are 
willing to make sacrifices when 
it is necessary to retain the busi- 
ness. 

It is possible, however, that some 


skyrocketing insurance charges, will |! gested the lesson of the world war, 


SKETCH PROBLEMS AS WELL AS OPPORTUNITY 


W. C. Robb (left), Celotex advertising manager, discusses export trade problems 
with Oscar Hidalgo, chief of the company's South American division. 


when many not only charged all 
that the traffic would bear, accord- 
ing to the visitor, but indulged in 
such malpractice as substitution of 
brands, careless packing, and virtu- 
ally all of the other sins in the 
decalogue. To such, Mr. Hidalgo 
believes the present situation offers 
a chance to prove that the “good 
neighbor” policy is something more 
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| Any Member 
of the A. 7. A. 
| will give you: 
| 


Highest Quality 

Intelligent Service 

Expert Craftsmanship 

Complete Facilities 

Sound Business Ethics 

Good Taste 

Uniform Practices 

Greatest Choice of Type Faces 
Type Service for 
all Advertising Purposes 


| Lowest Practical Costs 
| 


THE 


Advertising lypographers Association 


OF AMERICA, Inc. 


| ° 
| eal serypice means a lot more than calling for work 


promptly and delivering it to meet deadlines. Service as 
we see it means giving the customer the full benefit of our 
technical knowledge and wide experience. We know type, 
spacing, color relationships, and all that! We know our 
business, and that means you get better typography, surer, 
faster, and as you want it. But we don't stop there ! 

It would frequently be easier to dispose of a job by 
merely following layout and specifications. But our 
responsibility won't allow us to dismiss it that way. We 
know when a job is most effective typographically —the 


copywriter and layout man may not. So it is part of our 


service to make suggestions. 


Is this considered presumptuous by our customers ? 
No sirree! Such expert advice on an important phase of 
advertising is welcomed and followed. In fact, most of our 
old customers leave all matters relative to type tous. We 
have earned this confidence and we never let them down. 

If you are tired of unnecessary revisions and such things, 
and would like to get rid of your typographical worries, 


get in touch with one of our members right away. He’ll 
take the load from your shoulders. 


> 


AKRON, OHIO 
The Akron Typesetting Co. 


BALTIMORE, MD. 


DALLAS, TEXAS 
Jaggars-Chiles-Stovall, Inc. 


DAYTON, OHIO 


NEW YORK, N.Y. 


Ad Service Co. 
Advertising Agencies’ 


Tri-Arts Press, Inc. 
Type Arrangement, Inc. 
Typographic Craftsmen, Inc. 


The Maran Printing Co. 

BOSTON, MASS. 

The Berkeley Press 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 


Advertising Typographers, Inc. 


Arkin Typographers, Inc. 
Bertsch & Cooper 

J. M. Bundscho, lac. 

The Faithorn Corp. 
Hayes-Lochner, Inc. 


Runkle-Thompsona-Kovats, lac. 


CINCINNATI, OHIO 
The J). W. Ford Co. 


CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., lac. 


Dayton’s Typographic Service 
DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 

The Thos. P. Henry Co. 

C. Benj. Stapleton Co. 
George Willens & Company 


INDIANAPOLIS, IND. 
The Typographic 
Service Co., Inc. 
KALAMAZOO, MICH. 
Claire J. Mahoney 


LOS ANGELES, CAL. 
William Carnall 

House of Hartman 

Samuel Katz — Typographer 
Rising-Hammond, Inc. 


MONTREAL, CANADA 
Fred F. Esler, Led. 


Service Co., Inc. 


Advertising Composition, Inc. 


Artintype, Inc. 


Associated Typographers, Inc. 
Adas Typographic Service, Inc. 


Central Zone Press, Inc. 
Diamant Typographic 
Service 


A.T. Edwards Typography, Inc. 


Empire State Craftsmen, Inc. 

Frost Brothers 

David Gildea & Co., Inc. 

Graphic Arts Typographers, 
nc. 

Hanford Hardin, Inc. 

Huxley House 


King Typographic Service Corp. 


Master Typographers, Inc. 
Morrell & McDermott, Inc. 
George Mullen, Inc. 

Chris F. Olsen, Inc. 
Frederick W. Schmidt, Inc. 
Superior Typography, Inc. 
Supreme Ad Service, Inc. 


Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 
PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co. 


PORTLAND, ORE. 
Paul O. Giesey, 

Advertising Typographer 
ST. LOUIS, MO. ° 
Brendel Typographic Service 
Warwick Typographers, Inc. 
SAN FRANCISCO, CAL. 
Patterson & Hall 
Taylor & Taylor 
SEATTLE, WASH. 

Frank McCaffrey 


TORONTO, CANADA 
Swan Service 


Executive Headquarters: 461 Eighth Avenue, New York City + ALBERT ABRAHAMS, Executive Secretary 
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than a slogan of the moment. 

An example of the difficulty of 
delivering American products in 
Argentina at a price which buy- 
ers there regard as reasonable is 
afforded by Celotex itself. Mr. 
Hidalgo found that it was impos- 
sible to give lumber dealers a fair 
margin, hence was forced to teach 
his distributors to do the retailing 
of Celotex, as well as perform their 
normal functions. Such a short- 
cut was possible in other South 
American areas because the cities 
are almost the sole markets and 
wide distribution is not a consider- 
ation. 

While Celotex has devoted consid- 
erable attention to the education of 
South American architects, it has 
also given momentum to acceptance 
of the various forms of its product 
by indulging in wide consumer ad- 
vertising. Mr. Hidalgo has of ne- 
cessity become something of an ex- 
pert on promotion in all its phases. 
He is no longer using an advertis- 
ing agency, he explained, because 
publication advertising represents 
only a small part of the complete 
program, and because no agency can 
afford to provide the service he re- 
quires out of the commissions on 
magazine and newspaper advertis- 
ing. Incidentally, agency commis- 
sions are far from stable in the 
Argentine, and the same statement 
applies to the rates quoted by most 
publications. 


Small Space Effective 


From the numerous copy tests 
which he has conducted, Mr. 
Hidalgo has reached some surpris- 
ing conclusions. One is that full 
pages, either in magazines or news- 
papers, are not the most profitable 
unit, fractional pages pulling much 
better. He surmises from this state 
of affairs that Argentinians and 
other South Americans do not read 
advertising for its own sake. 

Fifty-six lines seems to be the 
most effective unit, at least when it 
is placed at the top of a right-hand 
page. The Celotex executive has 
also discovered that a rainy day 
which confines prospective buyers 
to their homes is helpful in stimu- 
lating coupon returns. On the con- 
trary, pleasant sunshiny days which 
lure potential customers into the 


ee | 
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open are bad for advertisers. 

The whole scale of costs in South 
America is on a much lower leye| 
in the United States. Printing of 
all kinds may be bought at aboy 
one-third of the American rate, 
This includes four-color work, on 
which Argentine printers do a creq. 
itable job at low prices. 

Mr. Hidalgo believes that the ny. 
merous problems of satisfactory 
trade relations between the Uniteg 
States and South America will be 
settled only when more of Uncle 
Sam’s nephews visit their Souther, 
neighbors and get a first-hand view 
of the situation. While this advice 
has been circulating for many years, 
he reports that thus far it has won 
few practitioners. 


Latin America Is 
Urged to Make 


Big Tourist Bid 


(Continued from Page 1) 


States, and several experts said that 
the richer potentialities of a tourist 
effort would undoubtely make a 
strong appeal. Chile, Argentina 
and Peru are regarded as the most 
likely candidates for joint or indi- 
vidual travel promotion. 

Some of the Latin American 
countries already maintain travel 
bureaus in the United States and 
others are considering their estab- 
lishment. Mr. Hernandez expressed 
the opinion that any advertising 
undertaken in concert or single 
handed by the countries to the 
South is sure to be directed by these 
travel bureaus, with consulates be- 
ing used as an alternative. 

The Travel Bureau of the Depart- 
ment of the Interior is displaying 
enthusiastic interest in the possibili- 
ties, and spokesmen said that it is 
somewhat more than probable that 
if the movement meets with success, 
that division will set up a govern- 
ment program to supplement the 
commercial advertising of the South 
Americans. 


Improved Conditions Sought 


The conference held 
week gave considerable time to per- 
fecting the “product.” While the per 
diem fare to South America was re- 
ported to be somewhat lower than 
to Europe, the length of the trip 
may be a deterrent to heavy pas- 
senger volume. This handicap is 
aggravated by lack of fast boats. It 
now takes about 16 days to reach 
Buenos Aires from New York. 

Hotel accommodations in South 
America are considered adequate 
for the time being, the conference 
was told. A number of modern ho- 
tels are under construction and will 
meet the demands of the most fas- 
tidious tastes. 

Simplification of passport, visa, 
health and police restrictions was 
also recommended by the confer- 
ence. The Department of Commerce 
has already published a two-volume 
travel guide in Spanish and Portu- 
guese to offset language difficulties. 
The Pan-American Union and sev- 
eral individual tourist agencies and 
steamship companies have _ also 
issued helnful booklets for the bene- 
fit of Southern-bound travelers. 


SOUTHERN HARDWARE makes 
your selling job easier. Its reader in- 
terests in merchant's needs and mer- 
chandising ideas makes it a natural 
“tie-in” for your sales story. It places 
your advertisement before— 


200 Southern Hardware Jobbers 
and 85% of 9000 retail outlets: 
twice as many as its nearest 
national competitor. 


FOR 
HARDWARE SALES IN DIXIE 


a Milly te Fi 


The general expectation of a con- 
tinued upward trend makes it prac 
tically certain that during coming 
months the South will prove a profit- 
able market to all manufacturers of 
hardware and farm equipment. 


SOUTHERN 
HARDWARE 


here this | 
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ADVERTISING AGE 


On a February morning back in 1935, 
four million families opened their 
doors to get the Sunday paper—and 
found more than just a newspaper. 


They found a newborn national mag- 
azine wrapped inside of it. 


Now they didn’t ask the newsboy to 

leave that magazine. They got it along with their news- 
paper. And so, according to the advertising rules, they 
shouldn’t have read it. 


But those families weren’t up on their advertising rules. 
They were just ordinary folk. They saw a smart, colorful 
magazine, so they looked through it. They found it full 
of top-notch fiction and articles, so they read it. 


And liked it. 


At least, they must have. For when they spread the word 
around, hundreds of thousands of new readers came to 
those papers. And when the papers spread that word 
around, other leading newspapers joined their ranks. 


In less than 5 years, that ‘‘doorstep baby” has grown into 
a giant of the magazine field. Through 24 great news- 
papers, it now reaches 514 million big-city homes. And 


the latest surveys say it’s read regularly in 94% of them. 
* 


THis WEEK MaGazine started out as all good media 
must—to serve the reader. And by doing that job well, 
it has done yeoman service for the advertiser. 


Tuis WEEK has put a “new meth- 
od of magazine advertising’ into 
business’ bag of tricks. Now, for the 
first time, you can tell your maga- 
zine ads which markets to sell, just 
as you tell your salesmen, and your 
local advertising. 


You can point to the biggest thumb-tacks on your sales 
map, and know that THis WEEK will follow your sales- 
men right into these centers. For here’s one magazine 
that concentrates on just the big-volume, big-profit, 
big-city markets. 


If you'll pardon just one little statistic, we'll show you 
what that means: America has 24 key markets that do 
the lion’s share of its business. THis WEEK concentrates 
on these markets, covers them as thoroughly as the next 
4 weeklies, or the top 4 women’s magazines, combined. 


And it covers those homes with more than just magazine 
power —with the shopping appeal and the dealer influ- 
ence of 24 great newspapers thrown in. 


Tuis WEEK circulates differently from other magazines, 
to be sure. 


But that difference is the secret of its sales power. 


That difference is why so many sales-minded advertisers 
have adopted this fast-growing “baby’’—to the tune of 
more than 13 million dollars to date. 
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Stuart Chase 
Hails Improvement 
in Advertising Copy 


Economist Cites 
Advances Made in the 
Past Decade 


Columbia, Mo., Nov. 15.—Adver- 
tising got a pat on the back from a/| 


= public that a movement is ‘red’ 


vhen it has for its basic aims the 


human qualities of wanting to get. 


the most for your money and not 
wanting to be fooled.” 

The Institute for Consumer Edu- 
cation, 


unlike some organizations | 


White to Resume 
National Copy for 
Sewing Machines 


Cleveland, Nov. 16.—Another for- 


engaged in the same pursuit, had mer national advertiser returned to 
its roots, indirectly at least, in “big | the fold today when White Sewing 


business.” It was founded in 1938 
and was largely made_ possible 
through a grant from the Alfred P. 


Machine Company disclosed plans 
for a 1940 campaign which will be 
tied in with a strong sales promo- 


allotted the Institute the 
from $1,000,000. 


, | 
income | and dealers. 
Company executives recalled that | 


Mr. Chase has won his reputation | the White was the first sewing ma- 


economics and government. 


principally as an author of books on| chine to be nationally advertised | 
He has | and was one of the most consistent | 


somewhat unexpected source here |Sserved with the Federal Trade Com-/ advertisers in its field until 1932 


last week when Stuart Chase, au-/ mission and with the Labor Bureau, when business 


conditions forced 


| Housekeeping, McCall’s and wo- 
/men’s service publications in the 
| non-fiction field comprise the sched- 
| ule which is under the direction of 
L. A. Woolsey, sales promotion and 
| advertising manager. Mr. Woolsey 
and A. S. Rodgers, president of the 
company, will make a complete 
presentation of the campaign to 
division sales managers within the 
next two months. 

Fuller & Smith & Ross is the 
agency in charge. 


Berran Joins Angostura 
Walter Berran, formerly with 
F. S. Smithers & Co., New York, 


thor of “Your Money’s Worth”—a a non-profit research organization.| suspension of the program. Good | 4nd sales promotion department. 


book that helped start the consumer | 
movement 12 years ago—declared | 
that the character of advertising has 
substantially improved during the 
past decade. 

Mr. Chase told the Institute of | 
Consumer Education of Stephens | 
College that comparison of the qual- 
ity of advertising copy appearing | 
now with that of earlier years would 
easily bear out his contention. 

“Consumer education,” he said, | 
“has made amazing strides in the 
past decade. At first it was noth- | 
ing more than trial and error edu- 
cation practiced by few consumers | 
and taught by even fewer teachers. | 

“Then came the consumer books. | 
They sold hundreds of thousands of 
copies. And it was not long after 
that the teaching of the subject be- | 
gan to spread through the schools.” 

Consumer pressure and the coop- 
eration of advertisers has helped to 


create the improved advertising 
copy, Mr. Chase said. “There are 
producers, too,” he added, “who 


have attempted to satisfy this new 
consumer pressure by improving the 
quality of their products and by 
giving more information on labels. 


Cites ANA Conclave 


“The fact that an organization 
such as the Association of National 
Advertisers devoted its recent con- 
vention to the aims and organiza- 
tions of the consumer movement, 
and that in the opening session 
delegates were urged to ‘clean 
house’ and give consumers the type 
of advertising they want, is proof 
that consumer education has made 
an impression on industry.” 

Mr. Chase also took occasion to | 
criticize sharply those who attempt 
destruction of the consumer move- 
ment through a “smear” technique 
of name calling. 

The high explosive of this group, 
he said, is the charge of “Commun- 
ist” and “Red” aimed at sincere 
consumer leaders. 

“The consumer movement,’ he 
declared, “is middle class and 
American and non-political to the 
core. So is consumer education. 

“The consumer movement, along | 
with the New Deal, fits into a his- | 
torical curve in which people are | 
trying to make a social adjustment 
to this power age. That’s a pretty 
strong tide for any one to try and 
stem. 

“In the second place, it is going 
to be hard to convince the Ameri- 


N advertisement in 
executive publications that are read 
value 
VERCHANDISED on the 
two square yards of desk top where 
the 


at home loses much of its 


unle ss 


executive buys 
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3,700° 8,114 16,720 31,513 


* Review and Chronicle 


THE SPOKES 


58,162 


MORNING 


rss 


banker, has joined Angostura-Wup- | 
permann Corporation, New York, as | 
contact man in the merchandising | 


~ 


NAB Issues Sales Report 


Copy and outline of a statip, 
sales presentation has been sent 4, 
members by the Bureau of Ragj 
Advertising, National Association ,; 
Broadcasters. The report analyze. 
the basic selling methods and pres. 
entation style successfully em. 
ployed by Station WTMJ, Milway. 
kee, and is in the form of a Script 
of the station’s recorded presenta. 
tion. 


Raufer to “Journal” 


Alfred G. Raufer, formerly East. 
ern manager of Industrial Publish. 
ing Company, and Eastern repre. 
sentative of Penton Publishing 
Company, has joined the advertis. 
ing sales staff of Wall Street 
nal, New York. 


' 
/ OUT. 


Combined Circulation of 
SPOKESMAN-REVIEW and SPOKANE DAILY CHRONICLE 


For Different Years is Shown Below 


Advertising Representatives—JOHN B. WOODWARD, Inc.—New York—Chicago—Detroit—Los Angeles—San Francisco 
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Dealers Find Many 


Cars of Ancient 


Vintage in Use 


Rock Island, Ill., Nov. 14.—While 
the automotive trade in larger cities 
partook of the carnival spirit that 
always marks the opening of a new 
automobile selling season, dealers 
from Rock Island, Moline and East 
Moline were treated last week to a 
presentation that opened new vistas 
of future sales. 

Under the auspices of the Moline 
Dispatch and Rock Island Argus 
the dealers attended a dinner in 
their honor at the Fort Armstrong 
Hotel here which was featured by 
a presentation of the potential 


market for new and used cars in 
this area. The film, ““Make It Your 
Business,” prepared by the Bureau 
of Advertising, American News- 
paper Publishers Association, was 
also shown. 

The rich opportunity for car sales 
was emphasized by means of a 
breakdown of registrations by 
yearly models. In Rock Island 
County alone, for example, it was 
revealed that of 28,855 cars regis- 
tered 4,508 are of a vintage earlier 
than 1930. 


Barrett Joins WNEW 


Halsey V. Barrett, formerly with 
the sales promotion department of 
Station WOR, Newark, has joined 
Station WNEW, New York, as di- 
rector of sales promotion. 


Joins Conde Nast 


Will Davenport, who has just 
returned from England where he 
was advertising manager of British 
Vogue for the past four years, has 
joined House & Garden, New York, 
in a similar capacity, succeeding 
Charles E. Whitney, who has been 
appointed sales promotion manager 
of Conde Nast Publications, Inc., 
New York. Before going to Lon- 
don, Mr. Davenport was associated 
with Vogue, New York. 


H. B. LeQuatte Named 


Stewart & Ross Corporation, Long 
Island City, has appointed H. B. 
LeQuatte, New York, to direct pro- 
motion of its Corvet vitamin cap- 
sules. A newspaper test campaign 
has been launched in Providence 
and Pawtucket, R. I. 


Plan Citrus Campaigns 


Campaigns stressing the impor- 
tance of the citrus industry will be 
conducted this winter by Florida 
Public Service Company and 
Florida Power Corporation in 
conjunction with the drive by the 
Florida Citrus Commission promot- 
ing Florida grapefruit, oranges and 
tangerines as Christmas gifts. The 
two public utility corporations may 
be joined later by Florida Power | 
& Light Company. Newspapers 
throughout the citrus belt will be 
used. 


Typography Show Opens 
The Society of Typographic Arts 
has opened its annual exhibit at the 
Art Center, Chicago, for a three- 
week showing. The Art Center is 
located at 410 S. Michigan avenue. 


— 


Safe Driving Copy 
Wins Applause 
from Edsel Ford 


Dearborn, Mich., Nov. 15.—The 
unique advertising campaign Ford 
Motor Company has been directing 
toward a million boys and girls of 
high school age 
in the hope of 
; encouraging 
' safer driving has 
begun to bear 
fruit, Edsel Ford 
reported today. 

The campaign, 
now entering its 
second year, is 
designed to show 
the youthful 
driver, through 
educational copy, 


Edsel Ford that it is smart 
TWO DAILIES GAIN OVER 23,351 BIG GAINS FOR fed reported March 6 Sn ADvERRs 


SUNDAY 


SPOK ESMAN-REVIEW 


| highly with both parents and edu- 
|cators, as well as with youthful 
drivers, in the fact that it presented 
| the safe driving appeal without the 


ADDITIONAL NEW SUBSCRIBERS IN 


LAST 4 YEARS! 


In the Fall of 1939 the State of Washington rounds out 50 years of statehood *, supplying 
a convenient point to look back upon the remarkable record of progress achieved by The 
Spokesman-Review and Spokane Daily Chronicle since territorial days and to look forward 
to future developments. The Spokesman-Review’s record of service began in 1883 with the 
founding of the Spokane Falls Review which was merged with the Spokane Spokesman to 
form the Spokesman-Review ten years later. The Spokane Chronicle was established in 1881 
and has been published continuously as an evening daily since September 21, 1886. In the | 
past half century these two dailies have kept pace with the extraordinary development of 
their home city, Spokane, and surrounding Inland Empire. They have become two of the 
nation’s outstanding newspapers. Average combined daily circulation for 6 months period 
ending September 30, 1939 exceeds 116,000, the highest point yet reached for any half-year 


MEG ap 00.0600 ks )Maksa eRe 


period in the history of these newspapers. This dominant circulation, blanketing one of the 


richest areas on the American continent, is the result of over half a century of steady growth 


as shown below—It does not reflect the intensified public interest in the day’s news 


created by the new World war, which is sweeping 


the circulation of The Spokesman-Review and 
Spokane Chronicle to still higher levels. 


‘Washington was admitted to the Union November 11, 1889. 


92,135 


WASHINGTON 


— 
———— 


92,749 


Me 
' 116, 


yokune Daily Chronicle 


EVENING 


| eer 
1935. ......0ecceeeesee059,980 
1936.................66,732 


1937 .o....cccee.72,649 
1938...........78,517. 


1939 over 85,000 


AND STILL CLIMBING |! 


| phasized 


000 


Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections— Newspaper Groups, Inc. 


he he Ree. ee 


use of horror pictures or moral 
preachments. 

The schedule has included Ameri- 
can Boy, Boys’ Life and Open 
Road for Boys. Copy has been 
almost entirely institutional in its 
emphasis upon safety, mentioning 
Ford cars but briefly. 


Have More Accidents 


Today Mr. Ford said, “We are 
addressing the campaign to young 
folks because drivers of high school 
age have twice as many accidents 
as motorists twice their age. 

“Parents, teachers, state highway 
departments and automobile clubs 
have asked for thousands of re- 
prints, and in doing so have said 
they believed the campaign would 
have lasting benefits. The reprints 
are posted from time to time on 
bulletin boards in schools and clubs 
in all parts of the country.” 

Copy in narrative form has em- 
the prestige a driver 
acquires by being able to handle 
his car well, and in being intelli- 
gent enough to handle it safely 
under all motoring conditions. N. W. 
Ayer & Son is the agency. 


Eldridge Haynes Resigns 
From McGraw-Hill 


Concluding more than ten years 
of service with the McGraw-Hill 
Publishing Company, Eldridge 
Haynes has resigned as vice-presi- 
dent and director of the company 
and publisher of Engineering News- 
Record and Construction Methods. 

Mr. Haynes joined McGraw-Hill 
in 1929 as a marketing counselor 
and four years later became Cleve- 
land representative of Business 
Week. He returned to New York 
in 1937 as vice-president in charge 
of district office operations and has 
been publisher of the construction 
publications since April of this year. 


Holman Leaves WBS 


Harold A. Holman has resigned 
from the Chicago office of World 
Broadcasting System. 


OMAHA— 


. - « one of the best 
places in the United 
States for concentrat- 
ing sales activities, for 
collections, and other 
promotion operations 
of business. 


—FORBES MAGAZINE 
(Oct. 15, 1939) 


» 


THE OMAHA 
WORLD-HERALD 


National Adv. Repr. 
O'MARA & ORMSBEE. Inc. 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com. 
panies sponsoring them, or through 

| ADVERTISING AGE, by any nationa) 
|}advertiser or advertising agency 
/executive writing on his busines, 
letterhead. 


PORTRAIT FROM REAL LIFE 


dvertising Age <2 Ga 


THE NATIONAL NEWSPAPER OF ADVERTISING | 


Mark stored it Patent Office 


ISSUED EVERY MONDAY BY ADVERTISING PUBLICATIONS, INC. 


Tel. Del, 1337 | 
Tel. BRyant 9-6432 | 


Publication Office, 100 E. Ohio St., Chicago 
New York Office, 330 W. 42nd St. 

G. D. CRAIN, Jr., President and Publisher 
S. R. BERNSTEIN, Vice-President. O.L. BRUNS, Vice-President. E. KEBBY, Secretary | 


Editorial Department 
IRWIN ROBINSON, Managing Editor; MURRAY E. CRAIN, A. P. MILLS, RICHARD | 
B. ESPEY, ALLEN LEKUS, RALPH O. McGRAW, E. KOLLER, E. C. HALL and | 
J. CORTADA 


No. 1563. Meat Packing—An 
dustry in Itself. 


In- 
Associate Editors 


( Ali Principal Citic 


NEW YORK: 
Murphy, L. S. Irwin. 
Gafford. SAN FRANCISCO: 
Manager. LOS ANGELES: 


Audit Bureau of Circulations, Associated 


Vol. 10, No. 47 


The petroleum industry is prop-'! 


the fact that 
its products on the way to market 
carry a tax load of a billion dollars 
The leaders of the industry 
realize that the imposition of taxes 
on such a scale directly and defi- 
nitely reduces the potential market 
for its products. When people 
spend money for taxes, they can’t 
spend it for other things. 

The refiners of gasoline and other 
motor fuels have started an educa- 


erly concerned over 


a year. 


tional campaign to prove to the tax 
collectors, and others 
are for the huge 
the federal 
government and one of the 
forty-eight states that consumers of 
petroleum products are not the up- 
per crust in matters of income, and 
that it is unfair to burden this part 
of the population with special taxa- 
tion for general governmental pur- 


legislators 
responsible 
collected by 


who 
imposts 


every 


poses. 

They showing, for example, 
that the average motorist earns less 
than $30 a week, and that there is 
no reason why he should be asked 
to shoulder more than his share of 


are 


rising governmental expenses. While | 


it is conceded that gasoline taxes are 

for purposes of 
highway construction and mainte- 
nance, the present tendency to di- 
vert a large share of these receipts 
to other purposes simply makes the 


properly assessed 
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Advertising Department 
M. D. Hicks, Eastern Advertising Manager; E. F. Thayer, Philip W. | 
CHICAGO: O. L. Bruns, Western Advertising Manager; J. C. 
Simpson-Reilly, Ltd., 
Simpson-Reilly, Ltd., Garfield Bldg., N. F. Loundagin, 


Russ Bldg., Walter S. Reilly, 


Business Papers, Inc., National Publishers | 
Association, Advertising Federation of America 


motorist and the industry which 
supplies him the victim of a grossly 


10 Cents a Copy, $2 a Year 


Taxation and Markets 


inequitable system of tax distribu- | 


tion. 

Because the income of automobile 
owners in general is limited, it is 
certain that high gasoline taxes re- 
duce mileage. While gasoline sales 
and motor car mileage in general 
have been rising, the extent to which 
a car is driven by many owners 
depends primarily on the price of 


gasoline. High-priced heavily taxed | 


gasoline discourages use of the mo- 
tor car and thus lessens the market 
for this product and everything else 


tomobiles. At the same time, of 
course, an unfair diversion of the 
income of the automobile owners to 
taxation reduces their spending 
power for other products. 

We are in an era of heavy taxa- 
tion, and the burden, in spite of 
improving business, will no doubt 
become heavier rather than lighter. 
Thus the primary task is to see that 
taxation is equitable and that un- 
fair imposts do not unduly burden 
individual groups of consumers and 
industries. Everyone engaged in 
marketing and advertising should 
develop a special sensitiveness to 
taxation, because every time a new 


|or increased tax is imposed, the del- 


icately adjusted economic machine 
still further unbalanced. 


Liberalizing Second-Class Mail 


Most of the publishers of the 
country use the second-class privi- 
lege because of the lower postal 


rates which it carries. At the same 
time, however, they submit to re- 
strictions in the production and 
mailing of their periodicals 
in many represent 
handicaps to development 
The Post Office Department is 
showing indications of a 
liberalize its regulations and to per- 
mit second-class publications more 
leeway than heretofore in their de- 
sign and production. Notable is the 
recent decision to permit laminated 
to be employed, thus open- 
ing a wide field for the use of at- 
tractive and unusual effects and the 
employment of which 
heretofore 
Other 
ade in 


which 


cases serious 


desire to 


covers 


materials 

have been taboo. 

changes which have 
the regulations will 
mit the use of inserts of larger size 
than the regular pages of publica- 
rovided they are folded to 


rnnte lv 


been 
per- 


+ 
ons Y 
i 


the same size as the 


other pages, and the use of illustra- 
tions, including photographs, pasted 
to the pages. 

These and similar changes which 
worked out indicate a de- 
sire on the part of the Post Office 
Department to cooperate with pub- 


may be 


lishers mailing at second-class rates, 
and it is certain that they will be 
taken advantage of by many. The 
changes already made will be util- 
ized successfully in the production 
of more colorful and attractive pe- 
riodicals, and will result in greater 
nterest to well as a 
broadening of service to advertisers. 

The Post Office Department is to 


readers as 


be congratulated upon its policy of | 


the 
of which were 
long before the advent of 
which 


liberalization of 
regulations, 
written 
the new 


many 


have become 
publishers through 
developments  in_ the 

It is to be hoped that 
policy will be continued. 


ideas 
available to 
technical 
graphic arts 
the 


|consumed in the maintenance of au- | 


—Progressive Grocer 


“Have you a cereal containing Vitamins A, B, C and D, about 9 or 10 calories 
and a coupon entitling the holder to a set of silverware?" 


Ad- 


Speaking of Publicity... 
Best unsought publicity 
ever exemplified by 


seen is this 


cartoon of Talburt’s that ran in the 


Lady—You Have a Job on Your Hands! 


New 
week. 


York 
One of 
attention 


World-Telegram last 
the first to call it 
to our was Scout H. J. 
Tauber, who calls it, with well- 
controlled enthusiasm, ‘quite an ad 
for dear old Cudahy.” 


Tough Going for Harper 

Our attention has been called to 
a mimeographed letter sent out by 
a Chicago company which isn’t go- 
ing to do the sale of I. W. Harper 
whisky much good. We're calling 


| it to your attention not so much be- 


)on 


second-class | 


cause it is unusual, as because it is 
an example of the kind of under- 
mining of well-known brands which 
goes on—usually on a small scale- 
all the time. And, incidentally, it’s 
this type of activity which puts a 
lot of ammunition in the hands of 
people who want to take pot shots 
at advertising. 

“You’ve unquestionably heard of 
Bernheim Distilling Co., of Louis- 
ville, makers of famous I. W. Har- 
per,’ this letter starts out. “The 
famous Bernheim whisky is sold 
the national market under the 
famous brand of I. W. Harper. We 
are holders of tremendous stocks 
of this Bernheim whisky and have 
arranged to have this same identical 
whisky bottled in bond under gov- 
ernment supervision, under the 
Stuart & Williams label at 100 proof 
4-year old. With none of the tre- 
mendous advertising expenditures 
of I. W. Harper plus the savings of 
jobber and dealers profits, we are 
enabled to sell this fine whisky to 
you at a very substantial saving. 

“Now here’s the important news! 


libbing 


The meat packing industry jg 
shown as a constant market for a]j 
types of equipment and supplies ip 
| this new brochure issued by The 
|National Provisioner. In addition 
to market statistics, the brochurs 
provides details on the publication’s 
editorial coverage of the field 
reader interest, circulation and gp 
on. 


No. 1564. A Big City Market. 
In this new market study the 
Lexington Herald-Leader lists ten 
points explaining why Lexington, 
Ky., though listed as a small city 
in population, is a big city market, 
Each point is covered in detail in 
the course of the study, with facts 
about the population of the Lexing- 
ton area, retail buying, and agricul- 
tural and industrial activities. 


No. 1565. WSYR Personalities. 

A trip behind the scenes is 
| offered in this booklet issued by 
|WSYR, Syracuse, N. Y. Photo- 


| You can buy this famous 4-year old! graphs of the studios, executives, 


we've | 


| 


bonded 100 proof Bernheim whisky | 


at the unusually low price of $18.95 
per case of 12 quarts, and $19.70 
per case of 24 pints, plus IIl. sales 
tax. All prices include federal and 
state liquor taxes. Compare these 
prices to $32.28 per case of quarts 
which you would have to pay for 
I. W. Harper—the same _ identical 
whisky!” 


Doing It Neatly 


Whatever you may think of the 
merits of the strike now tying up 


'Chrysler production, you can 
searcely fail to agree that the 
strikers did an excellent job of 


public relations at recent automo- 
bile shows when they passed out 


| leaflets to the crowds entering. The 


first page says, “Presenting Chrys- 
ler workmanship by the builders of 
these fine motor cars—Plymouth, 


| Dodge, Chrysler, De Soto and Dodge 


trucks. Chrysler division, Interna- 
tional Union, UAW-CIO.” 

“We, the Craftsmen, have built 
these beautiful 1940 streamlined 
automobiles,’ the copy starts off. 
“We are proud of our handicraft 
and know you will find these cars 
to be everything and more the 
Chrysler Corporation claims them 
to be.” And then comes a state- 
ment of the case, as they see it, but 
in the same sort of more-in-sorrow- 


than-in-anger tone. 
All of which is in notable con- 
trast to the restaurant strike we 


have just gone through, in which 
the union employed a sound truck 
to advise everyone within high- 
power shouting distance not to eat 


“out of a garbage truck.” 
Jottings 
Proof that you can’t always tell 


who'll be buttering your bread 
comes from Leon Booth of Booth 
Pelham & Co., Shreveport agency, 
who sends us proofs of a 420-line 
advertisement for Station KWKH 
which ran recently in 49 daily and 
weekly newspapers within a 150- 
mile radius of Shreveport. It’s a 
straight ad for listener promotion, 
localized to appeal to the citizens 
of each community on the list 
There's a new “daily paper” in 
Yakima, Wash., where KIT, con- 
cerned the fact that business 
men had no newspaper with which 
to while away the hours between 
morning and evening, is now pub- 
lishing a mimeographed bulletin of 
news flashes, which it distributes to 


over 


| restaurants, hotels and clubs in the 


downtown area at noon. . 


artists and actual broadcast scenes 
| bring out these personalities and 
activities in an interesting way. 


No. 1539. 
Grow. 


Its circulation growth, attributed 
to concentration in the school field, 
is the story told by Young America 
in this new booklet. The publica- 
tion’s blend of education and enter- 
tainment is described, with facts on 
how circulation is procured and 
where it is concentrated. 


Watch Young America 


No. 1540. Every Reader a Customer. 


In this brochure The Family 
Circle offers a concise but thorough 
|summary of facts on its distribution, 

merchandising services, copy test- 
ing facilities and evidences of reader 
interest. 


| No. 1548. General Soap Survey. 

| Retail distribution and rank of 

sale by brands are tabulated in this 
new survey issued by the Omaha 
World-Herald. The study covers 
toilet soap, laundry and packaged 
soaps, water softeners and cleaning 
powders. 

| No. 1528. 


' 


KFH—That Selling Sta- 
tion for Kansas and Northern 
Oklahoma. 


| Interestingly and profusely illus- 
| trated, this new brochure issued by 
Radio Station KFH, Wichita, pro- 
| vides a thorough study of the Wich- 
ita trade territory—the station’s in- 
| tensive coverage area. Details are 
| given about the section’s diversified 
}industries and the buying power 
| they create, and also about the sta- 
| tion’s programs and the people be- 
hind them. 


No. 1549. A New Oklahoman and 
| Times Advertising Campaign. 

| Facsimile advertisements of its 
new fall campaign are presented in 
this brochure issued by The Daily 
|Oklahoman and Oklahoma City 
Times. The purpose and aims of 
the campaign are outlined in the 
text, and its statistical basis is illus- 
trated in an analysis of the present 
use of newspapers by national ad- 


| vertisers. 
No. 1562. Tourist Travel Through 
Pensacola. 


The increase in automobile tour- 
ist travel through Pensacola since 
1931 is shown in this study issued 
by John H. Perry Associates. Some 
interesting figures are given on this 
highway hegira, with an indication 
of the state of retail business i? 
Pensacola. 
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astest mag 


azine on national affairs 


a News of Monday 


ae 


through Friday explained 


and interpreted 


Monday read- 


ing Boston to 


Los Angeles . 


The same important theme with exactly the same treatment 


li Rective January Ist...new printing schedule...standard MALARINE SUX 
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Advertising Interne 
Finds Shorter Path 
fo That Better Job 


Outline Results 
Project Launched 
Northwestern in '37 


Chicago, Nov. 14.—Sponsors of 
the advertising interneship plan, a 
cooperative effort of Northwestern 
University, advertisers and agen- 
cies here, today termed the project 
a success in outlining results 
achieved since its inauguration in 
1937. 

These sponsors—the university, 
the Chicago Federated Advertising 
Club and the Advertising Managers 
Club of Chicago—emphasized that 
dividends have been collected from 
the plan not only by students, but 
by advertisers and agencies as well. 

The interneship idea was bor- 
rowed from the orthodox practice 
follpwed in medical and legal pro- 
fessions. It is believed to be the 
first occasion for extensive develop- 


= 


ee, 


hono's more nows at 3:30! 


Wirar with = the 


constantly-inereasing interest in 
news of all sorts, spot advertis- 
ers are 


cashing in this year as 


never before in the history of 


radio. 
What are vou doing to capital- 
ize on this high-tide of oppor- 


tunity for spot-radio advertis- 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picueer Radia Station Representatiues 


DETROIT 


New Center Bldg. 
Trinity 2-S444 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
247 Park Ave. 
Plaga 5-4131 


|}up a neat profit 
of | 
at| 


[from the DMAA | 
| treasury into the 


_pany. Not until 1937 was the deci- 
| sion 


ment of the project in the advertis- | 
ing field. 

Birth of the idea actually dates 
back to the lush, pre-depression | 
year of 1927, an era when jobs were 
plentiful, money grew on trees and 
the Direct Mail 
Advertising As- / 
sociation rolled 


of $4,000 at its 
annual conven- 
tion here. 

The $4,000 went | 


trusteeship of 
Homer Buckley, | 
Buckley, Dement = 
& Co.; Frank Mc- 

Clure, Critchfiela vd Herrold 

& Co., and Max 

Berns, Universal Atlas Cement Com- 


reached to turn it over to 
Northwestern University for use in 
the newly broached project. It 
should be pointed out, however, that 
only the income from this fund is 
being used, and that this sum, ap- 
proximately $200 annually, is less 
than the tuition fee for one grad- 
uate student. The CFAC has al- 


lotted an additional $500 annually 
for a loan fund. 


| Women’s Advertising Club of Chi- 


These loans are repaid by the stu- 
| dents, not to the CFAC but into the | 


ENCLUSIVE 


KEPRESENTATIV ES: 
WGR-WKBW BUFFALO 
WCKY CINCINNATI 
woc DAVENPORT 
WHO DES MOINES 
WDAY FARGO 
WOWO0-WGL FT. WAYNE 
KMBC KANSAS CITY 
WAVE LOUISVILLE 
WTCN MINNEAPOLIS-ST. PAUL 
WMBD PEORIA 
KSD ST. Louls 
WFBL SYRACUSE 

; SOUTHEAST 
wcsc CHARLESTON 
wis . COLUMBIA 
WPTF RALEIGH 
WDBJ ROANOKE 

. SOLTHWEST  . 
KGKO FT. WORTH-DALLAS 
KOMA OKLAHOMA CITY 
KTUL TULSA 

, . PACIEIC COAST ° 
KECA LOS ANGELES 
KOIN-KALE PORTLAND 
KSFO-KROW SAN FRANCISCO 
KVI SEATTLE-TACOMA | 


SAN FRANCISCO 


One Eleven Sutter 
Sutter 4353 


650 South Grand Ave. 


general foundation funds. The 


cago has also aided with a loan 
fund. 


99% Win Success 


Including those currently enrolled, 
40 students have won interneships 
at the university. Of those who 
have completed interneships, about 
99 per cent are well on the road to 
success, either with the company 
that initially employed them or in 
other advertising posts. 

Applicants for interneships must 
be graduates of a recognized college 
or university, they must have had 
some experience in advertising or re- 
lated fields and must produce some 
evidence of creative ability. Other 
factors carefully studied by Prof. 
Lloyd Herrold of the university and 
the cooperating advertisers and 
agencies are health, general scholar- 
ship ability and a genuine interest 
in the opportunities offered. 

Once selected, the interne em- are: 
barks upon an 1l-month course cer- 
tain to prove to him that the adver- 


Sketching an enlarged Free-man Stoker 


G. B. Riddle, 


James McPherson, 


sales promotion manager; G. 
manager; F. W. Cochrane, Central manager; J. M. McClintock, general manager; 
account executive, Earl M. Cummings Advertising Agency, 


——— 
—— 


STOKER MEN PLAN EXTENDED CAMPAIGN 


advertising program for the year ahead 
S. Peters, Eastern division 


tising business isn’t always as it is Rockford, Ill.; J. G. Beard, operations manager; and W. F. Glenn, Southern 
pictured in the movies. His pro- manager. 

gram calls for 12 semester hours of = oo ——— a = —$————————— —— 
class room work, divided be-|work he _ performs ane. of | terne with Bauer & Black and went 


tween the Evanston and downtown 

campuses, plus 30 hours of work for 

his advertiser or agency sponsor. 
The type of actual advertising 


course, upon his sponsor. It may be 

research, it may be writing copy or 

production work. A definite pro- 

gram for orientation in advertising 

aaa SS ork is developed by the university 
|for each cooperating company. 

His courses at the university lead 
to a degree of Master of Business 
Administration. They include ad- 
vertising practice and problems, ad- 
vanced courses in marketing, mar- 
ket analysis, economics, statistics, 
and many other more specialized | 
subjects. 


Case Histories Cited 


His reward is a salary ranging 
knowledge that completion of the 
interneship will put him within 
shooting range of a job with a 
higher weekly wage. The interne’s 
salary presumably pays for his day 
to day living expenses. The tuition, 
fees and books, aggregating $276 


though some scholarship aid, as 
previously noted, is available. 

In charge of the work for North- 
western, Prof. Herrold told ApDvER- 


linternes completing the 
could, if they wished, 
the company which had employed 
them on a part time basis. The ma- 
jority, however, move on to new 
posts. Sometimes the reason is 
financial, sometimes it is because the 
company has agreed to take a new 
interne each year and thus the 
|former must make way for the new. 
Prof. Herrold said that of all of the 
students who had been selected, only 
one had failed to complete the 
|course. Only one other is not now 
in advertising. The records of the 
‘others indicate that their choice of 
advertising as a career has been for- 
|tunate for both themselves and 
| their employers. 
| Among those cited as typical are 
help you get a) poris Kent, a 1937 student who in- 
| terned at Marshall Field & Co. Miss 
| Kent is now with the advertising de- 


course 


ers’ Cant we 


bigger share of this opportun- | 


ity? At your request, we'd be partment of Carson, Pirie Scott & 
4 . Co. 

glad to give you a list of the Ous with Kunpenhelmer 
stations and cities in’ which 


Master’s degree in 1938. 
terneship was spent with B. Kup- 
penheimer & Co., and he’s still 
there, performing under the watch- 
easily possible. ful eye of M. M. Lebensburger 
; Kuppenheimer advertising manager. 

Weldon Weekly served as an in- 


newscasts are still available. or 


where additional and valuable 
news tie-ins are 
Wire or telephone our nearest 


office 


now! 


from $15 to $20 per week and the | 


must come out of his own purse, al- | 


TISING AGE that 50 per cent of the | 


remain with | 


Harvey Lederman received his | 
His in- 


from that company to a good ad- 
vertising position with the Hum- 
boldt Oil Company in Dallas. 

Some 17 national advertisers plus 
leading mail order companies and 
local department stores, drug chains 
and agencies have found the in- 
'ternes a good investment. 

Cooperating with the university 
in placing the internes is the Ad- 
|vertising Managers Club of Chi- 
|cago. Its committee in charge of 
the work is headed by C. H. Lilien- 
‘feld of National Tea Company. 
| Other members are John Ladd, U. S. 
| Building & Loan League; Gordon St. 
Claire, Albert Miller Company; 
W. A. Jimison, Borden-Wieland 
Company, and Harry Neal Baum of 
Fairbanks, Morse & Co. 

Outlining the club’s part in the 
interneship project, President Ed- 
ward Grossfeld, advertising man- 
ager of Baskin, said that its major 
tasks had been contacting potential 
employers of internes; arranging in- 
terviews for Prof. Herrold and 
other publicity. 

One meeting of the club, for ex- 
ample, was devoted to showing 
slides of prospective internes and 
telling the advertising managers 
present some details as to each ap- 


| plicant’s qualifications. 


ETTER results 
are produced by your advertising 
to executives, when your list of 
mediums includes The Wall Street 
Journal—the one publication that 


merchandises for you. 


LOS ANGELES ATLANTA | 
617 Walton Bidg. | 


Jackson 1678 


Vandike 0569 


WHEN YOU THINK OF 


THE SMALL TOWN MARKET 


THINK OF 


Nové 
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ich are the officers? Which are the men? 


HEN THE TROOPS OF A MODERN 

ARMY scramble over the top, they 
are to the eye—as leaderless as a mill- 
ing street crowd. 


Officers go into action sans bars, pips, 
stripes, or Sam Browne belts. To the 
enemy snipers, they are indistinguish- 
able from buck privates. For if World 
WarlI willed any lesson to World War II, 
it was that leaders are all-important to 
the conduct of any offensive. 


And this, TIME believes, is a lesson that 
applies equally to the offensives of 
peace. It holds a moral for every 
thoughtful advertiser. The soap maker 
who is out to change shower-and-tub 
habits, the electric refrigerator manu- 
'acturer with an improved product, can 


no more afford to ignore the importance 
of leaders than can the General with his 
pin-pricked map. 

It is sound advertising strategy to 
sight your message first and foremost at 
the people who lead, the people who 
are in the upper brackets of both in- 
come and intelligence, the people who 
are mentally alert to new and better 
products, the people who not only have 
wants but can gratify them. 


And, for its ability to reach large 
numbers of these upper-income, upper- 
intelligence people, TIME stands alone. 
For, income for income, TIME’S readers 
surpass any other aural or verbal au- 
dience-for-advertising whose ranks are 
700,000 strong. To an advertiser, they 
present a Picture of Plenty. 


And lest the thought flash through 
your mind that the TIME-market must 
therefore be a better market for luxuries 
alone, consider a trait of human nature 
as spontaneous and as basic as the in- 
stinct of self-preservation... 


It is human nature to spend more 


freely when the pay check is higher. 
TIME families buy more of everything 
for the simple reason that they have 
more Marginal Money. That is, they 
have more of a spread between what 
they make and what they must spend 
to live. 


tn 


Because the TIME family has more 
Marginal Money, it has more shoes in 
its collective closet, more suits and 
gowns on its coat hangers, more shirts 
in its bureau drawer, more and better 
provisions in its larder. Fewer have to 
coax extra shaves out of a dull razor 
blade, or use the toilet soap down to the 
last elusive sliver. Bald-headed tires go 
into the ash can--not out on the roads. 
The typical TIME family uses every- 


thing more freely—from linen to light 
bulbs. 


And it has more choice in its spend- 
ing—it doesn’t have to restrict its buy- 
ing to the “Today’s Specials” and the 
“1/3-off’s.” 

Always vitally important to its read- 
ers, the world’s events have made TIME 
more important than ever before to in- 
telligent people in the U. S. Never, since 
TIME first delighted America with a new 
and vital form of journalism, have its 
advantages to an advertiser been so 
apparent. 


In the midst of happenings as sudden 
and as startling as gunfire, the pages of 
TIME are more closely scanned than 
ever. Its authoritative, sifted, objective 
news-reports become conversation in 
every city and town. Reader traffic 
through every page is heavier. 

Hence TIME now offers a handsome 
bonus to every advertiser. 


For Greater Profits 
Sell your Best Prospects First! 
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Seek Cooperative 
Plan for Promotion 
of $2,500 Houses 


Building Associations 
to Work with FHA and 
Other U. S. Agencies 


Washington, D. C., Nov. 16.—Fol- 
lowing up its promotional activity 
on behalf of home modernization, 
the Federal Housing Administration 
is expected to join forces shortly 
with other government and building 
associations in a campaign to spur 
sales of low cost houses. 

This was learned here this week 


BUSINESS WEEK LEADS! 


BUSINESS WEEK . . 817.10 (roses) 
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as plans were outlined for coopera- 
tion of the FHA with the Depart- 
ment of Commerce, the United 
States Chamber of Commerce, na- 
| tional associations of building ma- 
terials suppliers and building trades 
labor groups. The objective is the 
construction and sale of 300,000 
single family dwellings costing up 
to a maximum of $2,500 each. 


| Obstacles Are Cited 


The exact nature of the promo- 


vealed. In the past, however, the 
FHA has been steadily active in us- 
ing a variety of media to promote 
public interest in its facilities for 
helping the home owner modernize 
his residence. Last winter it sup- 


| 


advertisements on the theme “Ready 
|for Winter.” It has also made use 
|of transportation advertising. 

One obstacle that advertising on 


j 


Wor Business 


tives 


tional plans has not yet been re-'| 


| report 
plied newspapers with a series of | 


the low cost home project must 
overcome, FHA officials indicate, is 
the belief of many potential home 
builders in the possibility of $1,500 | 
residences. Although the selling 
price of a majority of the homes 
which have been recently built is 
above $5,000, many new prospects 
are not enthusiastic over $2,500 
homes because they believe that the 
still cheaper house is “around the 
corner.” 

The annual report of the Federal 
Home Loan Bank Board, issued this 
week, disclosed that the average 
cost of all non-farm homes con- 
structed in the first six months of 
1939 was $3,611, a reduction of more 
than 10 per cent in three years. This 
cited the “adjustment of 
prices to the consumer’s ability to 
pay” as one of the most important 
tendencies of the building market 
in the past year. 

Builders and material suppliers | 


“A (a general news weekly) 
“B™ (a business monthly) 
“CC” ‘a general weekly) 


“D” (a general news weekly) 
“E” (a business monthly) 


source: Publishers” Information 


ing dollar. It is the only 


tive. Business Week has adv 


and is in a different class 


are gathered here this week at the 
annual Construction Industry Con- 


|ference sponsored by the Chamber 


of Commerce, a meeting expected to 
produce further plans for coopera- 
tive effort. 

Federal Housing officials, while 
optimistic over the results this low 
cost housing drive may achieve, do 
not guarantee the estimates of re- 
tail lumber dealers that 300,000 such 
units can be on the market by next 
spring. Officials point out that 
there may be some limitations to 
how far the program can go. One 
is that the industry itself is facing 
the biggest ordinary building year 
since 1929 with 450,000 dwelling 
units likely. It is believed that 
shortages of skilled labor and the 
task of producing necessary ma- 


terials may preclude the progress | 
| sought in the low cost field. Prices 
‘of building materials, 


building 
codes, getting banks to make the 


. 679.13 
134.48 


. 278.55 


251.88 | 


. 247.98 


Bureau figures first nine months 1939, 


For the fourth consecutive year. Business Week leads in pages 
of advertising on business products and services. The reason? 


Business Week delivers more executive readers per advertis- 


weekly business news magazine. 


It alone gives the active management executive timely. accu- 
rate and authoritative business answers to the week's events. 
Obviously, for the advertiser interested in reaching the execu- 


antages over the business monthly 


No 


from the general weeklies. 


wonder it is FIRST on so many lists' 


BUSINESS WEEK, 330 W. 42nd ST., N. Y. C. 
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THE LABEL IDENTIFIES 
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New York State releases first copy em. 
| ploying the new identifying label that 
will henceforth mark all agricultural 

products of the Empire State. 


| loans on this type of risk are addi- 
| tional problems facing the program. 


Anti-Trust Action Aids 


In this connection the anti-trust 
drive of Assistant Attorney General 
| Thurman Arnold in the building 
materials industry may aid, accord- 
ing to some FHA officials. Authori- 
tative sources at the Chamber of 
Commerce are also in accord with 
this view. They feel that only small 
segments of the industry are violat- 
ing the anti-trust laws and that if 
public opinion can be made to re- 
alize this fact, the industry as a 
whole will benefit. 

Also encouraging is the fact that 
the FHA, by authority of the 
amendments to Title I of the 
tional Housing Act, passed at the 
last regular session of Congress, is 
insuring loans up to the legal maxi- 
mum of $2,500 at the rate of 300 a 
week, 

Even under the old act the FHA 
had been doing some experimenta- 
tion in the low cost field. Title I 
has always been concerned with 
loans for the alteration, moderniza- 
tion, repair and improvement of ex- 
isting property. Under the old act 
the administration stretched mat- 
ters a bit and allowed some selected 
risks owning land, or at least a 15 
per cent equity in it, to “improve” 
the property by the erection of a 
| low cost house. 

When this procedure was found 
to be practical, the FHA asked Con- 
gress to amend Title I last spring to 
allow for the insurance of loans on 
new construction up to $2,500. 


new 
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‘Plans Safety Campaign 

Alabama will use 2,256 posters 
in a four month highway safety 
campaign to start Dec. 1 under the 
supervision of T. Weller Smith, 
'chief of the state highway patrol, 
and Harry Crawford, secretary of 
the Outdoor Advertising Association 
of Alabama 


OMPLETION of @ 
sound program to sell executives 
demands The Wall Street Journal, 
because 86% of its circulation i 
read by executives at their desks— 


where they buy. where you sell. 
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“YOU PAYS YOUR MONEY 
AND YOU TAKES YOUR GHOIGE” 


In his Informal History of the New 
Orleans Underworld, Herbert Asbury 
points out that innumerable books 


and articles have proved conclusively 
that Jean Lafitte was a pirate, a murderer, and 
a great villain; other books and articles just as 


numerous have proved just as conclusively that 


M. Lafitte, was no pirate at all, but a staunch 


patriot, a gentleman smuggler, a much misun- 


derstood man. As the Louisiana darkies say, “You | 


pays your money and you takes your choice.” 


When you buy engravings, you also— “pays 
your money and you takes your choice.” When 
you buy your engravings from Collins, Miller 
& Hutchings, however, there is no choice. You 
always get the finest engravings we know 


how to make at a price that is the same to all. 
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The Bird You Hear 


Is Only a Salesman 


Doing His Stuff 


Unique Merchandising 
Device Adopted by Bob 
White Frozen Foods 


New York, Nov. 15.—The plain- 
tive call of the bob white, soon to 
be heard in the suburbs of several 
large cities, will usher in a new 
phase of frozen food merchandising, 
when Bob White Frosted Foods, 
Inc., begins door-to-door distribu- 
tion of its new line of frosted prod- 
ucts. 

Both the name and the company’s 
sbogan, “Listen for his call,” arise 
from the merchandising device of 
equipping salesmen with whistles, 
and delivery trucks with horns, 
which simulate the natural bird 
call. The quickly recognizable sound 
is expected to ease the entrance of 


the salesman by identifying the 
caller in advance. 
Ready for Eastern Sales 
Initial sales of the new line, 


which will include fruits, vegetables 
and a number of meats, will begin 
within 10 days, according to A. J. 
Lansing, vice-president. Massa- 


chusetts, Westchester County, New | 


York, and Philadelphia are the first 
territories to be opened. Other 
points will be covered as quickly 
agencies can be established. 
When distribution is advanced, ad- 
vertising will begin, Mr. Lansing 
said. 

The company’s merchandising 
policy is expected to overcome sev- 
eral of the factors which are said 
to have hindered the rapid growth 
of the frozen foods business. Chief 
of these are lack of open display 
and inadequate cooperation of deal- 
ers in pushing and explaining the 
nature of the product. 

Bob White salesmen will 
trained to instruct consumers 
characteristics and preparation of 
the frozen foods and to dissipate any 
prejudices which may have arisen. 
The carrying of a complete stock in 
the refrigerated trucks, often im- 
possible in a retail outlet, is ex- 
pected to eliminate another cause of 
consumer dissatisfaction. Philip Rit- 
ter Company is the Bob White 
agency. 
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Buys “Asheville News” 
Walter H 


Goan has purchased 
the News, Asheville, N. C., from 
Harold H. Thoms, who will devote 
his time to Station WISE, Asheville 
The newspaper will be known as 
the Asheville Advertiser. 


Borden to Return 

The Borden Company, New York, 
will return to the New York World's 
Fair in 1940 with its “Dairy World 
of Tomorrow” exhibit, Theodore G 
Montague, president, has an- 
nounced 
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WWSW Operates on 


24-Hour a Day Basis 
Station WWSW, Pittsburgh, 

a 24-hours-a-day broadcasting 
schedule Nov. 13, giving Pittsburg 
its first all-night radio station, op- 
erating full time as a_ regular 
schedule. 

The station is controlled by the 
Pittsburgh Post-Gazette. 


Kelly-Smith Named 
Kelly-Smith Company, New York, 
has been appointed national adver- 
tising representative of the News-| 
Press and Gazette, St. Joseph, Mo. | 


Kendall Appointed 

J. A. Kendall, Los Angeles, has 
been appointed Western representa- 
tive of Commercial West, Minne- 
apolis. 
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New York, Nov. 16.—The exten- 


sion of the activities of Jantzen | 


Knitting Mills into the manufacture 
of articles other than swim suits, 
was disclosed today as leading sales 
and advertising executives met in 
New York to plan the company’s 
1940 program. At the same time it 
was revealed that the Jantzen 
agency, Botsford, Constantine & 
Gardner, has opened a local office 
to handle part of the expanded pro- 
motion activities. 


The two new Jantzen divisions 


| are devoted to a line of sun-clothes 


Partment Store j 
f e 


Jantzen to Glority 
went Still More of the 
Feminine Form 


| clothes will break in January maga- 


ee | 


and foundation garments, the latter 
particularly designed for the hour- 
glass figure which fashion experts 
have dictated for the season. The 
sun-clothes will represent one of 
the few trademarked items in a 
field which is rapidly expanding. 

Although complete details are 
still unavailable, heavy advertising 
schedules are being worked out for 
all three divisions. Copy on sun- 
zines to catch the winter resort 
market. 


Evans with WTAQ 


Haydn R. Evans, formerly com- 


mercial manager of WNAX, Yank- | 
ton, S. D., has been named general | 
manager of WTAQ and WHBY, 
Green Bay, Wis. | 


Ladies’ Home 


General Foods To 
Present New Serial 

General Foods Corporation, Ney 
York, will increase its extensive 
list of radio offerings with “Young 
Dr. Malone,” to be launched Noy, 29 

The new serial will be broadcag; 
over 59 stations of the Blue net. 
work of the National Broadcasting 
Company, constituting the larges 
hook-up in the history of this net. 
work. In behalf of Bran Flakes, jj 
will be aired daily from 11:15 ty 
11:30 a.m. Benton & Bowles is the 
agency. 


WCOU Increases Power 


Station WCOU, Lewiston, Me. 
has been granted permission by the 
Federal Communications Commis. 
sion to increase its night powe; 
from 100 to 250 watts. 
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U.S. Travel Boom 
“ | Given Impetus by 


ADVERTISING AGE 


1940 TRAVEL THEME 


Eastern headlined its story. “Amer- | important objective of Eastern | LNA Work Displayed 

/icans are traveling in America this | flights during the coming months, | An exhibit of lithographed prod- 
year,” copy states. “And most of| copy points out that a man leaving | ycts and media produced for mer- 
'us — repatriates, ex-tourists and|New York for Miami by plane Fri-| chandising purposes is on display 
|stay-at-homes—are going to see|qday night can spend two whole days | until Nov. 25 at the Roger Smith 
America from a new angle. We| jn Florida and be back in the office | Gallery, New York. Sponsored by 


20 |may see new places or the same 
ast | \familiar places, but we'll have 
et- Fastern Airlines 'an added respect in our eye, and in 
me our hearts a more wholesome ap- 
et. New York, Nov. 16.—First copy in| aor oeerene Don scope unparalleled 
Pu the aviation phase of the “travel | OPP® ae ae ve 

he American” promotion boom, which | More Time for Play 


has been predicted in advertising | 
les since the start of the Euro- “Living,” the copy explains, is en- 
pean war, made its appearance this | hanced by the speed with which air- 

week when Eastern Airlines broke | planes bring vacationists to their 

le page space in newspapers in New | chosen resorts, so that a maximum 
York, Chicago and Washington, di- | amount of time can be spent in 
rectly exploiting the theme. ‘enjoyment and a minimum in 
“It's a great year to see America,” travel. Since Florida is the most 


cire 


Monday morning. Similar Eastern 
services outlined in the advertise- | 
ment are an air cruise to Mexico 
which permits 12 days of a 14 day | 
vacation in that country, and over- | 
night flights for businessmen to in- | 
dustrial sections of the South. 

Following the _ initial insertions | 
the drive will be superseded by a| 
sustained campaign of smaller | 
| space in 32 cities along the airline’s | 
routes. The company is also par- 
ticipating in promotion of the Air 
| Transport Association. Federal Ad- 
| vertising Agency is in charge. 


Au. RIGHT: Maybe we have exaggerated a little in 
our cartoon. But we did it to make a point. 

Retail activity is a good yardstick by which to 
measure the effectiveness of a magazine. Case after 
case of women’s response to pages in the Journal piles 
up evidence that things do happen, in the stores of 
the country, when the Journal comes out. 

\sk us “How come?” and we'll tell you. The Journal 
is unconditionally for women. Nothing is added to the 
magazine and nothing is taken away for the sake of 
the so-called strong sex. For that reason, the Journal 
has become the magazine women believe in. 


OURNAL 


THE MAGAZINE WOMEN BELIEVE IN 


wig . 


POY RAL 


Ir happe 


for one WE , 
- »ducements 


Ritz advertise 


played 


store . oe C 
alike as 10 sto seal No price « 


a showe 


Syndicate Store Merchandiser and 
Syndicate Store Supplier, the dis- 
play includes envelopes, labels, 


| posters and other items and repre- 


sents the work of members of the 
Lithographers National Association. 


Malone Joins Agency 

James V. Malone has resigned as 
research and promotion director of 
Standard Rate & Data Service to 
join Roy D. Zeff agency as a part- 
ner. The new agency will be 
known as Zeff & Malone, with of- 
fices at 520 N. Michigan avenue, 
Chicago. 


91/4, times 
lmost -/2 


| 


Full pages in New York, Washington 
and Chicago newspapers usher in a new 
campaign for Eastern Air Lines. 


High Costs Force 
‘Vision’ to Drop 
Publishing Plans 


New York, Nov. 16.— Increased 
newspaper publishing costs have 
forced Publications Corporation to 
abandon its plan to launch Vision, 
a new Sunday magazine which was 
to have made its initial appearance 
Jan. 21, it was learned this week. 


| The new magazine, designed for 


| distribution by newspapers in me- 


|dium sized cities, was first an- 
nounced last March. About 50 
publishers were expected to par- 
ticipate and rates were based on a 
circulation of 2,000,000. With costs 
at a high level, a number of the 
publishers withdrew although 
newspapers representing a circula- 
tion of over 1,000,000 were ready 
to go ahead. 

Daniel E. Moran, vice-president, 
declared that it is possible that 
Vision will be revived at some fu- 
ture date in case changing condi- 
tions indicate that enough ¢ircula- 
tion could be gained to attract 
national advertisers. 


Horton to Hoyt 


Charles W. Hoyt Company, New 
York, has been appointed to direct 
the account of Horton Mfg. Com- 
pany, Bristol, Conn., manufacturer 
of Bristol fishing and golf equip- 
ment. 


Film for Harvester 


International Harvester Company 
will release a two-reel com- 
edy, entitled “Helpful Henry,” for 
showings to its dealers during the 
winter months. The film is being 
produced by Dowling & Brownell, 
Hollywood. 


‘Christy Names O’Connell 


Kenneth A. Christy, Inc., Parkers 
Landing, Pa., has named R. T. 
|O’Connell Company, New York, to 
| direct advertising of Christy natural 
| wave, hair cleaner and other spe- 
| cialties. 
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But It’s Too Late Now 


To the Editor: While reading | 
your issue of Nov. 6, I was most | 
interested to see where J. Stirling | 
Getchell, Inc., won second prize 
in the Tenth Annual Exhibition of 
Outdoor Art for their poster on | 
Plymouth automobiles. 

It really seems a shame that they 
should have spent a great deal of 
money for art work on this poster. 
You will see by the enclosed proof | 
where they could have run across | 
the street and borrowed some art 
work the Texas Company used | 
nearly a year ago for a four-color 
; ad on Havoline Oil which ran in 
e their regular list of magazines. 


GEORGE WASEY, 


a Erwin, Wasey & Co., New York. 


Seasonable Letterhead 
Hastens Xmas Spirit 


To the Editor: When it comes to 

Christmas shopping, people always 

procrastinate, particularly when 

blue skies and zephyrs from the 
ae South make winter seem an un- 

, 2 reality. 

It is suggested that a seasonable 
letterhead may be able to accom- 
plish more than a little in remind- 
ing people that time is marching 
oe relentlessly on and that only so 
many shopping days remain before 
Santa Claus makes his annual visi- 
tation. 

Just an idea that we have found 
useful in persuading our readers to 
send along their Christmas orders 
before it is too late. 

W. S. HAMILTON, 
National Home Monthly, 
Winnipeg, Canada. 

[Editor’s Note: Mr. Hamilton’s 
letter was written on sky blue pa- 
per, sprinkled with Christmas stars 
and bordered at the bottom with an 
old-time rural scene carrying out 
the winter holiday theme. ] 


i 

Quints’ “Own Bread” 
Scores in Milwaukee 

To the Editor: The Dionnes are 
now selling bread! The promotion 
followed the first local franchise for 
Dionne Quintuplet bread allotted to 
Mrs. Karl’s Bakeries, Inc., of this 
city, and the new bread made its 
bow at the Milwaukee Food Show 
last month. 

Prominent in the display was a 


For smiles around 


vour table — serre healthful 


UCLA 


Dionne Quintuplet Bread 


‘ 
S| 


i . 
a 
7 7 fae, 
= — a 
* TS eat 
—— @ e ~ »* a 
T2 “ntel 
e 9 Fount 
« . 
or life-size photograph of Dr. Dafoe 
= handing the special recipe to “Mrs. 
Karl,” who in private life is the 


wife of R. J. Peters, president of 
the baking company. 

Results to date, according to Mr. 
Peters, prove that the Quints still 
have plenty of promotional punch. 
Each dealer for the bread is given 
an Official certificate, and the color- 
ful wrapper showing the Quints 
has become a familiar sight within 
a 50 mile radius of the city. 

Newspaper and radio advertising 
are being extensively used, with 
this agency in charge. 

WILFORD YORK, 
Hoffman & York, Milwaukee. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. = 


ORCHIDS IN THE 


SPOTLIGHT 
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INDUSTRIAL COPY EASILY DIGESTED 


uv 00 


THROUGH EXPERIENCE THE WORLD KNOWS THEY RE Deptudatle 


qoreeeh - 


wealth is created by taxing one 
| group to give purchasing power to 


Stopper Technique 


for Business Papers 


To the Editor: It isn’t every day 
that one can come up with an un- 
usual technique for business paper 
advertising. That’s why you may 
be interested in the enclosed adver- 
tisements appearing currently for 
one of our clients. 


another. 

However, roads, bridges, dams, 
and all the other public works that 
we see around us, are examples of 
state - created wealth — particularly 
in instances where the government 
has put to work surplus men and 
capital that otherwise would never 


{ great 
that will break down old-style orbs 
make then mky —cause p 
reat drag and stalled s 

But the Lexace bogineers had 
wen working on this very prot 
lem for vears—to develop at 
thar would give absolu lubn 
cating protection even m the pres 
ence of extremely high heat 


Again “ft 


that the Chicago Tribune carried 
18,490 lines in its “Sunday Show 
Section.” 

This volume appeared in the spe- 
cial auto show section and in other 
sections of the Nov. 5 Tribune. 

Further, the figures were for new 
passenger car advertising only. We 
note that you qualified your state- 
ment by the last sentence in the 
paragraph but the opening sentence 
in the paragraph would lead one 
to believe that the volume stated 
represented our total automotive 
linage in that Sunday Tribune. 

The total automotive linage car- 
ried in the Sunday Tribune of 
Nov. 5 was 24,580. This was a 
gain from 1938 when the compar- 
able Sunday Tribune carried a total 
automotive linage volume of 23,061. 

W. J. BYRNES, 

Manager, Research & Promo- 

tion, Chicago Tribune, Chicago. 


Political Copy Wins 
Philadelphia Victory 


To the Editor: 
slogan, “It Pays 


The ever popular 
to Advertise,” 


GEMUMGS 
Ww: success story 


LOocaAL 
Crepir Pian 


now sweeping the country 


ONLY Genung Thrift Coupons 
combine all these advantages 


Shop at Genung’s and Save 


, , FP &. 
_ “Chicago Tribune” 
7 a Gained in Auto Linage 
To the Editor: The news item 
which you carried on Page 18 of 
the Nov. 13 issue contained an 


error. The last paragraph stated 


at Before-the-Rise Prices... NOW 
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Genung’s Original Thrift Coupons 
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TEXACO DEALERS INVITE YOU 
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o \ full heuer of all-seur 
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mere expression in the Philadelphia 
mayoralty election just concluded. 
During the early days of the 
contest, prophecy was almost unan- 
imous the “donkeyites’”’ would 
overwhelm the “elephantites.” As 
competition became intense, the 
Evening Bulletin, usually conserva- 
tive, came out of its hiding, edi- 
torially advocating the election of 
Democratic-Fusion candidates. 
The “donkeyites” gleefully 
grasped at this fine gesture on the 
part of a great paper and immedi- 
ately made campaign capital out of 
this obvious bit of splendid pub- 
licity. This turn of affairs threw 
the opposition off balance tempo- 
rarily, and new strategy was re- 
quired io meet this challenging sit- 
uation. 
The master minds among the “ele- 
phantites” seized upon the sugges- 
tion to run full page and half-page 
spreads in the local papers, the 
Bulletin included, containing pun- 
gent and appealing copy to counter- 
act the increasing sentiment aroused 


! 


|in riveting the industry’s attention 


This radical departure from the 


have been used by private industry. 
usual handling is doing a swell job 


JULES KEAN, 
Philadelphia. 


on this company and its products. 


Here’s a case where the technique | vvyY 


used is a stopper in itself, and) P 
before the reader knows it, he has Real Neutrality 
digested the brief message. | To the Editor: Taking advan- 


B. B. POPELL, | tage of the controversy over the 
Vice-president, Fred H. Eber- date of observance of Thanksgiving 
sold, Inc., Chicago. |Day the Northern Pacific has 


seer | issued the attached leaflet, “We're 


| Neutral!” primarily for distribution 
State-Created Wealth 


to railroad ticket agents, tour and 
To the Editor: I take issue with | travel bureaus throughout the 
the statement on your editorial page | United States—just another way to 
of Nov. 13, “the state does not cre- | Temind them of the excellent dining 
ate wealth, but only its | car service on Northern Pacific 
distribution.” | SFasne. 

In the particular instance that 

you are discussing—that of ham ’n’ | 
eggs—you, of course, are right in | 
pointing out that no _ additional 


directs 


L. L. PERRIN, 
Advertising Manager, Northern 
Pacific Railway Company, St. 
Paul, Minn. 


19.033 TRUCK BUS AND TAX| FLEETS 
COMPRISE THE QUALITY’ AUTOMOTIVE. 
FLEET MARKET... THE EFFORTS OF THIS 


by a newspaper advocating a Dem- 
ocratic victory. 
Now that the election is over and | 


the “elephantites” have been re- | 


| tained in power, opinions are unan- | 
|}imous that “It Pays to Advertise,” | 
|for only by so doing was the oppo- 
|sition defeated. 


When politicians 
|are 100 per cent in agreement as to 
the value of the printed word, paid- 
| for-advertising as compared to edi- 
torial viewpoint, the ever-popular 


slogan becomes a living force to ef- 


| fect desired results. 
W. R. CUNNINGHAM, 


Legal Intelligencer, Philadelphia. | 


7, 2S 


Thrift Coupon Technique 


To the Editor: 


}read a lot about Thrift Coupons 


,}and Macy’s and Gimbels. But may- 


be you'd like to see how Genung’s 
(with 7 department stores in West- 
chester and Connecticut) go after 
| this business? This is one of five ad- 
|vertisements that has appeared re- 
cently. Of course, we feature Thrift 
|Coupons in other ways too. This 
is just a sample. 

C. C. JONEs, 

| Advertising Director, Genung’s, 
| Ine., Yonkers, N. Y. 


You've probably | 


PUBLICATION ARE DIRECTED SOLELY 
1 TO THIS FIELD IN ITS ENTIRETY | 


*Investigations have proved 
that a fleet smaller than ten 
vehicles does not constitute a 
buying unit, and is not large 
| enough to justify 
the installation of 
shop equipment. 
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lasker Gets Clean 
Bill in Sequel 
to Manton Affair 


Federal Judge Reaf- 
firms Innocence of 
Agency Chief 


New York, Nov. 15.—Complete 
confirmation of the innocence of 
Albert D. Lasker, retired president 
of Lord & Thomas, of any com- 
plicity in the tangled business deals 
of Martin T. Manton, former fed- 


eral judge, was placed on the 
record in federal court here this 
week. Judge John C. Knox made 


the pronouncement in a disbarment 
case arising out of the Manton dis- 
closures. 

Louis S. Levy, former attorney 
for American Tobacco Company, 
was found guilty by Judge Knox 
and forbidden henceforth to prac- 
tice in federal courts. Paul M. 
Hahn, vice-president of the tobacco 
company and one-time law partner 
of Mr. Levy, was absolved from 
guilt in connection with a $250,000 
loan which Mr. Levy arranged be- 
tween Lord & Thomas and the late 
lames J. Sullivan, Judge Manton’s 
business partner. 


Believed Loan for Client 


In his testimony as a prosecution 
witness last July, Mr. Lasker de- 
clared that he had approved the 
loan, believing it was intended as 

convenience for American To- 
bacco, Lord & Thomas’ leading 
client, to whom the agency had lent 
money a year previously. During 
the trial, United States Attorney 
John T. Cahill, who prosecuted the 
ase, stated that Mr. Lasker had 
been “grossly misused” in the 
strange negotiations and that his 


statements constituted the only 
reliable testimony in the case. Mr. 
Cahill also absolved the Lord & 
Thomas agency. (ADVERTISING AGE, 
July 31.) 


In his opinion today Judge Knox 
eiterated Attorney Cahill’s belief 
n Mr. Lasker’s innocence, and 
vrote, in connection with the inci- 
ient: “In his first conversation 
ith Hahn, Mr. Lasker undoubtedly 
vained a definite impression that 
the loan to Sullivan was to be 
similar in all respects to the one 
made to Levy in 1931. lLasker’s 
attitude, at all times, quite as much 
is his testimony, supports this con- 
tention. He never regarded Sulli- 
van as being anything other than 
nominal party who was acting 
for Hill.” 


Lasker Sought Repayment 


‘he judge further pointed to the 
fact that when the note was de- 
faulted, Mr. Lasker pressed Mr. 
Hahn and George Washington Hill, 
lent of American Tobacco, to 
get them to assume full responsi- 

for the transaction. While 


Judge Knox found that there were 


evident in Mr. Lasker’s testimony, 
he declined to cast any doubt on 
the latter’s desire to relate accu- 
rately what had happened. The 
judge characterized the agency 
executive as a man of “dynamic 
energy, accustomed to thinking, 
speaking and acting both quickly 
and impulsively.” 


Decisions Reversed 


The Manton case revelations 
which led to the disbarment pro- 
ceedings, revolved around the dis- 
closure that at one time Mr. Levy 
was trying cases for American To- 
bacco involving millions of dollars 
before Judge Manton, in which 


apparently slight lapses of memory | 


client 
Almost 
later 
Court. 


were invariably rendered. 
all of these decisions were 
reversed in the Supreme 


To Horton-Noyes 

Robinson Mfg. Company, West- 
field, Mass., maker of Robinson 
reminders, pen-in-ink sets and bill- 


minders, has appointed Horton- 
Noyes ompany, Providence, as’ 
agency. Magazines, business papers | 


and direct mail will be used. 


WNBH Steps Up Power 
Authority to increase the night 
power of Station WNBH, New Bedad- 
ford, Mass., from 100 to 250 watts 
has been granted by the Federal 


ves “!| Communications Commission, effec- | 
decisions favorable to Mr. Levy’s| tive early in January. 


cr 


GRANGE FARM GROUP 


MILLS BUILDING © SAN FRANCISCO 
Representatives 
1 Wm. Hastie, New York + F. E. M. Cole. Chicago 


cae ss 


; 


be fooled at times. 


as well as their attention. 


it has up its sleeve. 


ness as well as alertness in presenting the news. 


no lasting, persuasive influence on intelligent people. 


 eaatalane like to be amazed —to be entertained— even to 


But the tricks of the magician have 


To 


influence people you must gain their confidence and respect. 


Magicians tricks are poor when 


it comes to selling goods or building a newspaper. 

Chicago TIMES headlines have been entertaining as well 
as enterprising. but they have never fooled people into buy- 
ing the paper. TIMES readers are never left wondering what 


It has established a reputation for fair- 


Its readers 


know they will find the news in the news columns and the 


War on ‘Oversize’ 


jrected toward 


Cartons Includes 
Glass Containers 


Washington, D. C., Nov. 15.— 
Glass container manufacturers have 
been redesigning some of their 


;}molds recently, it was revealed by 


the Food and Drug Administration 
this week, as the result of the cam- 
paign which the administration has 
inaugurated against “misleading” 
containers. 


Publicity was given 


tainers. While the manufacturers 


,of the containers are not directly 
|subject to the provisions of the law, 


’ 
| 
| 
| 


| 


administration officials 
their customers are. 
“There have been many jars on 
the market,” officials said, “which 
appear to hold a larger amount than 
they actually do, and we consider 
these misleading. We have made 
some seizures and have found that 
these glass containers tend to mis- 
lead the buyer. This is especially 
true in the drug and cosmetic 


point out, 


trade.” 


recently to | 


the steps taken against “oversized” | 


cartons, and it is as a part of this 
campaign that attention is being di- 
“misleading” 


con- | 


It also was revealed this week 
that, as a result of the carton seiz- 
ures, many container manufacturers 
have begun changing the size of 
iheir cartons to conform to the law. 


, ue, Lee, ; 
- "he $ YS 5 Aggy 
eA ote ? 


It is this poliey that has gained the Chicago TIMES the 


contidence, respect and loyalty of its more than 365,000 


readers, 


the added influence that results in greater sales. 


It is the reason why an ad in The TIMES carries 


It is why 


an ad in The TIMES is like a suggestion from an old friend. 


The friendly influence of The TIMES can be added to 


your advertising campaign at the lowest cost per thousand 


readers of any evening newspaper in the United States. 


THE 


CHICAGO'S 


» IIMES 


URE NEWSPAPER 


NATIONAL REPRESENTATIVES 
SAWYER-FERGUSON-WALKER CO. 


editorial opinions where they belong. NEW YORK DETROIT CHICAGO 
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Effect of War 
Chief Topic at 
Agency Conclave 


Publication Experts Draw 
Pointed Moral oom 
1914-18 


Chicago, Nov. 14.—Efforts to 
appraise the effect of the European 
war on American business and 
advertising featured the fall con- 
vention of the Central Council, | 
American Association of Advertis- 
ing Agencies, at Chicago Towers 
Club today. W. Boyd Kegg, assist- 
ant advertising manager of Fortune, 
and Theodore D. Palmer, assistant 
advertising director, New York 
Times, endeavored to translate the 
experiences of the past into a horo- 
scope for the future. 

Their addresses featured the final 
session, at which junior agency 
executives and invited guests joined 
the higher officials, who had pre- 
viously discussed problems of the 
agency field in two round table ses- 


session were off the record. 


sions. Most of the talks at the open 


———————________________———— 


63% OF GROCERY STORE CUSTOMERS 
FOURTH MARKET READ THE DETROIT NEWS REGULARLY ma 
DETROIT IS 48% OF MICHIGAN—AND MORE! 


Within 50 miles of downtown Detroit live 2,300,000 
persons, or 48°, 


r 
poe sa reason whys Detroit: grocer. place 


Detroit News than in the 


Nn toteresting <urve 


proet of The New. 


leadership in the thriving 
vere asked 2286 customers 

In answering the first question. 63 
tare the << Bs ° 


~ 


coomdls. Oth 


other two newspapers combined! 


». comlucted by an independent hurean cecenth. offers the best 


eMtering stn repress 
satel they 
cond newspaper. and 25 the thare 


« theeked The News as the ONE 


The 
list of speakers included Dr. Miller 
McClintock, director of the Adver- 
tising Research Foundation; Harold | 
H. Anderson, director, Publication | 
Research Service; Dr. Kenneth | 
Dameron, Ohio State University; | 
John Benson, president, Four A’s, | 
and Allen L. Billingsley, president 
of Fuller & Smith & Ross. “Science | 
in Business,” the famous movie of | 
Time, Inc., was also displayed. 


Expects New Habits | 


After recalling some of the start- 
ling shifts, both in linage and in 
the thinking of the public, which 
accompanied the last war, Mr. Kegg 
drew the moral that probably as 
many sensational new movements | 
are now crystallizing in the public | 
consciousness, and that adequate | 
research will determine their nature 
before they are fully developed. 

While advertising volume in 35 
leading magazines doubled twice 
from 1914 to 1920, Mr. Kegg said, 
this gain was overshadowed by 
revolutionary changes in the char- 
acter of the consumer, particularly 
the American woman, which were 
automatically reflected in demands 
for new kinds of merchandise. 

Automobiles, which were the big- 
gest users of magazine advertising 
during this six-year period, cashed 


in on their investment by jumping 


IN AMERICA'S 


——— 


FOUR A'S CENTRAL COUNCIL MEETS IN CHICAGO 


a 


Snapped by the cameraman as they registered for the Four A's Central Council meeting in Chicago are (left to right) 
C. W. Kucker, Lord & Thomas; Robert B. Barton and C. M. Oehler of Batten, Barton, Durstine & Osborn; F. R. Gamble, 
executive secretary of the Four A's; Arthur E. Tatham, Young & Rubicam; Walther Buchen, Buchen Company, and Ken. 


nett W. Hinks, J. Walter Thompson Company and chairman of the Central Council. 


the number of cars on the road 
from about 1,500,000 to 8,000,000. 
Tobacco failed to keep pace in 
linage, but production tripled dur- 
ing war years, due largely to 
woman’s newly found emancipation. 
Agricultural cooperatives came into 
being and Sun-Maid raisins and 
Sunkist oranges became formidable 
figures. The American public, 
which had viewed moving pictures 
with considerable apathy, suddenly 
became enthusiastic and the 5,000,- 
000 audience of 1914 had multiplied 
eight times by 1922. 

Mr. Kegg attributed the influence 
of the war to the sudden disdain for 


far more food adverticing in’ The 


Detroit food market Three question. 


ritative rece. stere« 


read The News regularls. 47 plants 


RS 


This established Detroit market accounts for 54% of 
Michigan's total retail sales 
gainful 


© In Detroit 


of the total population of Michigan 


» 57% of Michigan's 
of Michigan's industrial 
65°) of Michigan's income tax returns! 


workers 59% 


fourth city im the United States, The 


| double beds which gave the furni- 
ture industry a new lease on life. 
Cosmetics, previously unknown in 
respectable circles, enjoyed a lift 
which even Camels had been unable 
to produce. The habit of accepting 
employment outside of the home 
also was accelerated by war de- 
mands and 11,000,000 women began 
to cash their own pay checks, only 
1,000,000 of whom were in domestic 
service. 

This was reflected, he declared, in 
a sharp reduction of such home 
activities as baking and sewing. 
Dresses became less elaborate and 
durable, but more stylish. Pre- 
pared foods found huge new mar- 
kets. The number of delicatessen 
stores grew three times as fast as 
the population. The beauty shop 
came into being, and movement of 
| merchandise by trucks became a 
| huge new industry and the nerve 
| center of countless services. 
“But all of these changes came 
|}about because the country was 
| ready for them,” Mr. Kegg told his 
| listeners. “The war may have ex- 
| pedited their development, but they 
| would have emerged sooner or later, 
| war or no war. With our perfected 
facilities for research, we should not 
today need a war to teach us that 
new ways of living and of thinking 
are just around the corner and that 
we must adapt our business meth- 
ods to these requirements of tomor- 
row. 


Huge Linage Gain 


Analyzing war linage in detail, he 
| said that 35 magazines as a whole 
made a 337 per cent gain. Weeklies 
paced the field with 393 per cent, 
and The Literary Digest was the 
brightest star of all, with the tre- 
mendous increase of 1,200 per cent, 
due to its war coverage, particu- 
larly through the medium of maps. 
Eleven women’s magazines were 


387 per cent, while five national 
farm papers chalked up a gain of 


zines recorded an increase of 185 
per cent, with Redbook scoring an 
advance of 1,200 per cent. 

While admitting that long-term 
effects of the war might be dan- 
gerous to the stability of the United 
States, Mr. Palmer, the Times 
executive, said that the immediate 
outlook is for broad general pros- 


able to boast a linage increase of | 


290 per cent. Fifteen general maga- | 


———————— — 

perity, with virtually the entir 
population of the country particj- 
pating. 


Predicts More Advertising 


The greater alertness of the mod- 
ern business executive should bring 
a more prompt use of advertising 
to take advantage of the opportuni. 
ties on the horizon, he said. Ajj 
portents point to a sharp upturn in 
linage for 1940, and the inter-rela- 
tionship of many fields of business 
indicates larger advertising use by 
many industries, rather than by a 
few “war babies.” 

Mr. Palmer was particularly opti- 
mistic on the outlook for automotive 
advertising. Estimates of 1940 pro- 
duction, he said, range from 3,800,- 
000 to 4,500,000, comparing wit! 
1939 factory sales of 3,672,490 cars 
and trucks in the United States and 
Canada, and including exports. This 
pronounced prosperity and _ its 
greater diffusion not only spell 
greater volume for existing indus- 
tries, but suggest ready acceptance 
for new products and services now 
emerging from the laboratory, he 
said. 

Prof. Dameron told of the work 
of the Consumer-Advertiser Coun- 
cil, of which he is chief executive 
| He said that it is strange that many 
of the country’s largest advertisers 
|have made little effort to inform 
| their own Officials of the economic 
function of advertising, and that if 
they should proceed to do so, they 
| will have taken a vast stride for- 
ward in the education of consumers 
generally. 

Prof. Dameron also launched a 
scathing attack on public relations 
programs, which he said _ usually 
have no results worthy of the name 


Memphis Study Issued 


Mr. Anderson said that the Publi- 
cation Research Service has issued 
|its second report, covering _ the 
Memphis Commercial Appeal, and 
that new analyses of how people 
read newspapers will be issued 
every two weeks, with South Bend 
and Cedar Rapids next on the list 
While each study is interesting in 
its own right, it seems necessary to 
await further reports before draw- 
ing any rigid conclusions, he re- 
marked. The only theory confirmed 
thus far is that certain classifica- 
tions possess more inherent interest 
than others. 


| 
| 


LOOKING FOR A 
|PARTICIPATION 
PROGRAM 
IN BALTIMORE? 


Here are four ““ACES*’: 


EARLY MORNING 
“MORNING IN MARYLAND” 


Conducted by RALPH POWERS 

6:30 to 9 A. M. Full of pep 
and personalities — commercials 
delivered with real “oomph.” Class 
D rates apply. On non-cancellable 
contracts as low as $5 per 75 
word spot. 


afternoon “Studio Party” permit- 
ting display of products—$25 per 
participation. 


EVENING: 


“DINNER RHYTHMS” 
Conducted by George Van Dorn 
and his 14-piece NBC network 
orchestra. (The only Baltimore 
orchestra performing regularly on 
network.) At the peak listening 
period of 6:30 to 7 P. M. 50 word 
participation $25; 6 times weekly 
$100. 

“THE NIGHT WATCHMAN” 
Saturday night only. 11:30 P. M. 
to 1 A. M. Class D rates prevail 
for announcements or spot 
programs. 


nevspaper in which thes are mest | News reaches 6)',% of all bome: taking any mens DAYTIME 
likely to look for foud advertising, 25! cheeked the second mewapaper. and 3! ew EVERYWOMAN'S HOUR" 
checked the third newspaper Deatactes a) 
the t Vem sprang USE THE NEWS AND YOU'VE TOLD DETROIT! 
pet stare nhed ers they tend read the stave’s curcent feed adverticcenres Conducted by Martha Ross Temple 
“” named " ous , hie com thew <paper. ane ’ ue . i a ’ 
4 “e . . 1 pay 13e, the third newspaper spotlighting “beauty, food and 
vese answers help explain why. in the first 10 month. of 1939. Detroit erocers r ily.” Thr 5 i 
dead bee aon Ae pope fod ee : - - ‘ lone he ireit TI 7 D sii il N _ family. Three 15 minute morn- BALTIMORE 
mee beteateuevangiinity | qos eat yon tartan tr aa 14 ( t ro il News ing broadcasts. Rates as low as 
in the third newspaper 1Ht HOME NEWSPAPER $12.50 per participation—subject National Representatives 
Grocers Know their Detroit —and Detroiter. know their outstanding newspaper Vow Dork: LA REBEN, IN Chicago: J. E. LNT to frequency discount. 30 minute EDWARD PETRY & COMPANY 
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AGENCY LEADERS AT FOUR A'S CONFERENCE 


Enno D. Winius, Anfenger Advertising Agency, just squeezed into this picture taken at the Four A's Central Council con- 
ue. Others, left to right, are John Benson, president of the Four A's; Joseph H. Epstein, Fitzgerald Advertising Agency, 
New Orleans; A. R. Mogge, Arthur R. Mogge, Inc.; William R. Sachse, Lord & Thomas; George Link, Psychological Cor- 
poration of America, and Charles L. Collette, Ferry-Hanly Company. 


oi Holds Sales Chief ee Company igo tp heragrnnll 
ic. | Should Control the *ely 


Hollywood, Calif., has added the | optional with advertisers using the 
+ | staff: Ralph Ledder, formerly ad-| tional Broadcasting Company, has 
Promotion Program °'3";....5 manager of the City of| become a basic Red network sta- 


following account executives to its; Blue and Red networks of the Na- 


| . 
Chamberlain 
Names Agency, 
Expands Promotion various walks of life, particularly 


Des Moines, Ia., Nov. 14.—With 
| appointment of The L. W. Ramsey 
Company, Davenport, as its agency, 
j}and the imminence of wintry 
| weather, Chamberlain Laboratories, 
| Inc., will sharply expand advertis- 
| ing of its lotion, with new emphasis 
on the 25-cent size recently devel- 
oped. Magazines, newspapers and 
_ radio will be used, supplemented 
by colorful window and counter 
| displays designed to help druggists 
'tie in with the promotion. 

The “drip test” sales story will 
be featured in The American 
Weekly, Good Housekeeping, Hol- 
land’s, Modern Magazines, Sunset, 
and a large list of Sunday news- 


at 1:30 CST. Anson Weeks’ orches- 
tra and Bob Hannon, popula: 
| singer, will be the headliners, whik 
| five-minute interviews with women 
who have made their marks in 


radio, will be another feature 
Commercials will tell the same 
story being related in publication 
copy. 


Dramatizes Newspapers 


H. C. Bernsten, general manager 
of the Pacific Coast Division Bur- 
eau of Advertising, American 
Newspaper Publishers Association 
dramatized newspapers as “the 
greatest show on earth’ when he 
addressed a joint meeting of the 
Marysville Rotary and Lions clubs 
last week. 


To Donovan-Armstrong 
| _W. J. McCahan Sugar Refining & 


‘ " vicetiol ari artme ore, San Fran-| tion. Station WHIZ, Zanesville, has}... Molasses Company, Philadelphia, 
od Boston, Nov. 16.—Advertising | (20 7 Soe po Beond with | joined as a supplementary affiliate _—- : has appointed kde perce omen 
ring effectiveness suffers because most) Foy w. Bireley Company, Holly-|of the two networks, bringing the| 4 new half-hour radio program | philadelphia, to handle advertising 
sing promotion programs are not CON-| .45q and Robert Temple, formerly | total number of NBC affiliates to| Will take the air on Columbia | of its Sunny Cane sugar. David G. 
ini- trolled by the sales manager, in| cajes manager of Cosray cosmetics. | 180. Broadcasting System next Sunday | Jones is account executive. 
All the opinion of Arthur Ramsdell, | ' iia SRN: a ee Le ene a a ‘ 
1 in director of sales of the Borden 
ela. Company. 
Less Addressing the Advertising Club 
by of Boston, Mr. Ramsdell asserted 
y 3 that advertising agencies lack the | 
understanding of their clients’ fun- 
pti- damental sales strategy essential for /_ * ae 3 P 
tive the preparation of satisfactory ad- | 79 a 
ro- vertising material. He also charged 
00,- that many agencies produce copy | If) Seal - 
rit] “before the necessary thinking is a r - 
ars done.” Advertising and promotion | a ; ~~ 
and executives, many of whom have) ‘ ; 
“his never actually made a sale, should lad 
its be intimately acquainted with the | 
Del] mechanics of such an operation, he 
us- added. 
nce Recommends Simple Language | 
re To do its job properly, advertis- | 
ing must be easily understood by | 
ork the buyer or prospect, he observed, | 
1n- recommending simple language ~d 
ve the most effective path to sales. He 
ny |) also urged a more extensive use of 
ers human interest appeals and copy | 
rm that produces a “chuckle.” As an | 
nic example he cited the famous Bor- 
t if den cow which has been employed 
ey effectively as a device to represent, 
or- in the consumer’s mind, the multi- 
ers plicity of products offered by the 
company. 
a Advertising and sales promotion | 
ons can be harnessed to sales only when | 
Ils there is a close relationship between | 
ne the client’s personnel and the adver- | 
tising agency, Mr. Ramsdell de- | 
clared He observed that better | 
yli- results are achieved when the 
1ed agency is permitted to know the 
the intimate details of the client’s oper- 
ind ations. 
ple —_—_—— 
1ed Kane Heads CBS 
. Publicity in Chicago 
in James Kane has been appointed | 
to head of publicity and special events | 
ge lor Columbia Broadcasting System 
and Station WBBM in Chicago. He 
re- has been associated with CBS in| 
ied New York for the past six years. 
a= Frank Rand remains at Station. 
est WBBM as first assistant to Mr. 


Kane 


7 WNEC Increases Power 


WNBC, New Britain, 
; . has been authorized by the 
Federal Communications Commis- 
sion to increase its power from 250 


Station 
Conr 


This intriguing diorama composed of many features that stop and hold shopping eyes.... 


' . . aan “ to fay he ae Sas 
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An actual Santa doll, holding a real SHEAFFER LIFETIME FEATHERTOUCH PEN, is the 
center of attraction; the lithographed setting, backdrop, wings, skis, etc., are in full color, 
replete with the FEEL and CHEER of a giant high-grade Christmas card in diorama; the 


Evers 


= lighted diorama illuminates the LIFETIME ENSEMBLES exhibited below as Christmas gift 


suggestions.... This eye-stopper instantly wins front-line display position as the focal point 3 
W T A G | of an unusual large decorated window, or on the counter inside the store—and it has the 
WORCESTER, MASS. 


watts at night and one kilowatt 
days, to one kilowatt unlimited 
ul The order will be effective 

» j 


character and finesse that assures of hard-to-get space in exclusive jewelry store windows. 


Two measures of returns: 
In Worcester, Income Tax 
Returns exceed the na- 
tional average by 50%. 
WTAG has the largest 
audience at all hours — 
average 58.88%. 


Consult FORBES for that unusual touch in display advertising that begets buying action. 


FORBES LITHOGRAPH CO. P- 
. BY THe Sea P. 0. B 0 Z* § 13 et i B 0 $ T 0 N a “ 


NEW YORK 


CHICAGO 


NBC BASIC RED NETWORK CLEVELAND ROCHESTER DETROIT 


_ YANKEE NETWORK 3 
EDWARD PETRY & CO., Inc. A 


National Representative 
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Commission should hold itself ready 
to consider the problem anew when 
| general development progresses fur- 
ther into practicalities.” 

The report said that the cost 
of producing programs which will 
i|compare favorably with that of 
| competing media, such as motion 


Okays Sponsorship 
of Television [my Recah og Es 


Must Be Designed Lor | mate cost of rendering television 


programs in New York City for one 


FCC Committee 


Program Development, week on a 12-hour per week basis | 


is $15,000. If television is to be- 


Report Says 


| y 2 a | © - , 
Washington, D. C., Nov. 15.—Rec- | and be assured of adequate revenue 
ommending that commercial spon- | from the service rendered. 
sorship of experimental television | 


lecome a real public service, the li- | 
'censees must be adequately financed | 


programs be permitted under cer- | 
tain conditions, the television com- | 


Need Connecting Lines 


Not only must this huge cost be 


mittee of the Federal Communica- | shared by several licensees, the re- 
tions Commission reported that such |port said, but many stations must 
progress has been made in the in- | be interconnected in a program dis- 
fant art since its last report May | tribution system. Thus far no con- 
22, 1939, that a “crucial” period has | necting links have been constructed 
been reached. Modifying this note | because there are not enough sta- 
of alarm, the committee compared | tions to justify construction of in- 
the present stage of development to terconnecting facilities. Applications 
the “amber light” before the green. -— 

In its new estimate of the televi- 
sion situation, the committee recom- 
mended: 

1. Greater public participation in 
experimental operation. 


for other than television technical 
research stations have come from 
only seven communities of the na- 
tion. 

The committee also expressed the 
opinion that wholesale distribution 
of receivers is unsound at present 
because it may lead to retardation 
rather than acceleration of the ulti- 
mate development of television. A 
more logical procedure would be 
the establishment of  transmit- 
ting stations adequately equipped 
and organized to render program 
service so attractive as to induce the 
public to purchase the most modern 
receivers. 

Only three television stations are 
now providing regular broadcast 
service, the report said. 


Gets Ammon Mouth Wash 


Ammon Laboratories, St. Paul, 
Minn., has appointed Harold S. 
Chamberlain & Associates, St. Paul, 
to handle the advertising of its 
mouth wash. Newspapers, business 


be used. 


Radio Education 
Group Issues New 
Service Bulletin 


Washington, D. C., Nov. 


has begun publication of a four- 
page monthly paper, “Service Bul- 
letin of the FREC,” to act as a 
clearing house for information on 
the joint problems of educators and 
broadcasters. Key personnel of 
service clubs, parent-teacher asso- 
ciations and others will also be 
placed on the mailing list. 

| The Federal Radio Education 
/Committee has been functioning 
|since 1935, when the Federal Com- 


16.—The | 
Federal Radio Education Committee | 


—— 


*, 


| Station WCBM, Baltimore; Willarg 
Givens, executive secretary, Na. 
| tional Education Association, Wash. 
| ington, D. C.; Rev. George Johnson. 
Catholic University of America. 
Washington, D. C.; Neville Milley. 
president, National Association o; 
Broadcasters; A. D. Ring, assistan; 
chief engineer, FCC; John F. Roya}. 
vice-president, National Broadcast. 
ing Company; Levering Tyson, 
president, Muhlenberg College 
Allentown, Pa.; Frederic A. Wallis 
assistant to the president, Colum. 
bia Broadcasting System, and Johp 
W. Studebaker, chairman, Uniteg 
States Commissioner of Education 


Agency for Electresteem 


i 


papers, radio and store displays will 


munications Commission reached 
the conclusion that the complex 
question of education through radio 
| could best be solved by cooperation 
between the two interested groups 
rather than by arbitrary imposition 
|of federal regulations. 

| The executive committee of the 


Electric Steam Radiator Corpora- 
tion, Detroit, has appointed Bass. 
Luckoff, Detroit, as advertising 
counsel. In addition to the curren: 
campaign in Life, business paper; 
and direct mail will be used for 
Electresteem, a _ portable electri 
steam radiator providing steam hea: 
from a wall plug. 


2. Construction of more stations 
by properly qualified applicants. 

3. Elimination of any regulation x 
which interferes with proper busi- 
ness economic processes. 

4. Adoption of a license policy 
for television broadcasters. 

5. Allocation of the seven lower | 
frequency channels as_ follows: 
three channels to metropolitan dis- 
tricts in excess of 1,000,000 popula- 
tion; two channels to areas of be- 
tween 50,000 and 1,000,000, and one | 
channel for districts of less than \ 
50,000. 

6. Stimulation of technical devel- 
opment on additional channels now | 
reserved for television. 

7. Development of program serv- 
ice in conjunction with research and 
experimentation. 

8. Establishment of minimum re- 
quirements for television transmit- 
ters. 

9. Protection of the public, as far 
as possible, against loss through ob- 
solescence in receivers. 

10. Modification of prohibition | 
against commercialism to permit | 
sponsorship of experimental pro- 
grams under certain conditions. 

The report said that sponsorship 
of television programs is not pro- | 
hibited, provided such sponsorship 
and the program facilities or pe 
contributed by sponsors are pri- | 
marily for the purpose of experi- | 
mental program development. 


Would Bar Exploitation 


“The intent of the rules,” the | 


be 
<9 | 
». 

NS 


ha 


committee continued, “should be to | 
prevent commercial exploitation of 
television as a service to the public 
prior to demonstrated proof of its 
readiness for regular operation in | 
accord with the public interest, con- 
venience or necessity. Otherwise, 
the committee is of the opinion that 
the Commission should not permit 
regular commercialization of televi- 
ion at present, but that instead the 


NOW( YOU 


and they, as well as we, have something to be thankful 


“7 


HOSPITALITY 
in WASHINGTON 


Caonten 


sales fig 


of the NB 


for this Thanksgiving. Because their program ratings 


on NBC Red mean a greater nation-wide audience. 


ted indeed. are the clients PL 
Red! Because their own 


ures demonstrate the truth 


of the amazing story revealed by 


a complete and unbiased eireula- 


Llon Survey. The 
This survey did more than pene- 
trate cities where large stations are pens 
H OTEL situated 2... It also mierose oped natu 
RALE IG H every city of 25.000 and more 


PENNSYLVANIA Ave.at 1th S:.NW 
C. C. Schiffeler, General Manager 


| 96 


\ 


srs : 
counties in the country! 


The Other Half” is Good 


study is the discovery of what hap- 


ol the ( ountry s radio owners never 


“...HE SAYS HE DOESN'T CARE ml 
IF IT’S THE 2380 OR THE 30TH 
-YOU RED NETWORK CLIENTS 
ARE ALWAYS CELEBRATING!” 


| 


\ CLIENTS 


..and gravy, too, for 


Our clients’ booth is full of “Contented Customers” — 


before surveyed —the families who 
have to “reach” for network pro- 
vrams! It is news that throws new 
light on the business of buying 
radio time. News—based on facts 
that no forward-looking adyer- 
S one out of every five rural tiser ean afford to overlook. 
\dvertising men who have seen 
the results of this survey will tell 
, vou it's the first down-to-earth pre= 
News for You entation of why and how radio 
real news of so complete a works the way 


I. B. 


neans a greater nation-u ide audi 


it does. It proves 
why a C. rating on the Red 
in ~The Other Half” of the 
the oT, 


mal radio audience ence for a program than the same 


rating on another network! 
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Pioneer Industrial 


mestics, died here Nov. 10 as the Best Foods Shifts 
result of 


WINS 


injuries suffered in an 


automobile accident the previous | Executive Personnel -_ 


Copy Chief Passes ;:,; 
Away at Age of 59 .. 


New York, Nov. 14.—A. Eugene Commerce there before entering the 
stichel, one of the first advertising | Publishing field. He was associated 
sen to specialize in the industrial with Pit and Quarry before coming | quarters will be in Chicago. L. B. | 

ind for 30 years head of his | tO New York in 1929 to join Haire.| McCord will continue as_ vice- 


THOMAS J. WALSH 
New York, Nov. 14.—Thomas J. 
am os an endineer. te 1900 he Walsh, marine advertising director | 2Ssistant Eastern sales manager, has 
secame assistant manager of pub- of the New York Journal of Com- 
for International Steam Pump | ™erce, died here Saturday. He was) poods since 1925 and Mr. Spitz- 
C mpany, and joined Johns-Man- 45 vears old and had been with the 
Cérporation in a similar ca- Paper for more than 20 years. 


WILLIAM H. TATEMAN 
Cincinnati, Nov. 14.—William H. CBS Advances Winter 


industrial agency here, died 
ist week at the age of 59. 
began his business career in 


the following year. In 1908 
ame manager of George H. 
Gibson Company. 

was noted as a philatelist. 


LEON M. WEISS 


He was 38 years old. Ger | 
A native of Cincinnati, he served | division sales manager of Best | 
secretary of the Chamber of | Foods, Inc., New York, has been | 


Tateman, executive secretary of the : } 
Cincinnati Daily Newspapers As- | analyst for Columbia Broadcasting | Clara A. Zillessen, advertising manager 
sociation, died here Saturday. Prior | System at W BT, Charlotte, My fie of the Philadelphia Electric Company, | 
| has been appointed regional educa- | is shown here admiring the award won |the Federal Communications Com- 
tional director for CBS in_ the | by this company for its promotional pro- all pats marr P ; 
|South. He will cooperate with | gram publicizing the electric utilities ex- | ™SS!OM to ret oke radio licenses 
educational leaders in developing | hibits at the New York World's Fair, OMly for cause specified by Congress, 
program | The contest was sponsored by the Public 2d then only after a court hearing. 


to his association with the news- 
New York, Nov. 14.—Leon M._ paper group eight years ago, he was 
Weiss, for the past nine years with | executive secretary of Cincinnati 
Haire Publishing Company as ad- Boot & Shoe Manufacturers As- | Columbia’s educational 
.tising manager of Linens & Do-_. sociation for many years. 


George C. Spitzmiller, Eastern | 


| appointed to the new post of vice- | 
president and general manager of | 
i\the Central division. His head- | 


president and Central division sales | % 
manager. 
William O. Dillingham, formerly 


been named to succeed Mr. Spitz- 
miller. He has been with Best 


miller with the company since 1923. 
Changes are effective Nov. 15. 


William Winter, formerly news 


schedules. 


Red Network users! 


fascinating story that shows 
() millivolts and listening habits 
onverted into profitable sales 


‘Lithe Red Network. You'll see why 
9 


ted more than $31,000,000 
is network—more money than 
~ spent in any other single ad- 
‘erlising medium in the world. 
You'll understand why, with the 


Nvority of leading programs ever 


“Ince network broadcasting began, 
Ned Network delivers a circula- 
bonus to all its advertisers. No 
der our clients’ booth is always 


of “Contented Customers”! 


national advertisers last year 


MONEY TALKS TURKEY! 


L. In 1938, as in every year since net- radio combined...or the LOO leaders... 
work advertising began, more advertis- — or the 150 leaders — you will find that 
ersused the Red thananyothernetwork. all three groups invested the major 
9 - e , 10% edie ” 
2. Of the 50 leading network advertis- Portion of their 1938 radio appropri 


ers, more of them have used—and more 4@UOns In the NBC Red Network. 
of them have invested more money in 


4. And, in the first t ths of 
the Red Network than any other. yard eo Raggy Aad gs > pw 


1939, advertisers invested $900,000 
3.1 you count the 50 leading adver- — more in Red Network advertising than 
tisers in magazines, newspapers and — in any other medium. 


NBC Red NETWORK 


The network most people listen to most 
NATIONAL BROADCASTING COMPANY 
A RADIO CORPORATION OF AMERICA SERVICE 


Utilities Advertising Association. 


UTILITY AWARD Seek Extension 


WE of Radio Licenses 
to Three Years 


| New York, Nov. 13.—The Na- 
| tional Committee to Uphold Consti- 
tutional Government will campaign 
actively for issuance of radio licenses 
for the three years permitted by the 
present law, S. B. Pettengill, vice- 
chairman of that organization, and 
former Congressman from Indiana, 
said today in the fourth of a series 
of addresses over Columbia Broad- 
casting System on the new code of 
the National Association of Board- 
casters. Mr. Pettengill was de- 
scribed as a co-author of the Com- 
munications Act of 1934. 

Other objectives of the National 
Committee, the former Congress- 
man said, are to make it possible fo: 


and finally, to induce Congress to 
repeal the President’s power over 
radio. 


Discusses Radio's Fear 


While extremely critical of the 
NAB code, Congressman Pettengill 
|said its adoption was due chiefly to 
radio’s constant fear that inadvert- 
ent offense to the administration 
would result in loss of licenses. 

“IT am speaking today only by 
permission,” he said, “and the un- 
known man or men who granted 
this permission could readily with- 
draw it. Radio must be included in 
the bill of rights demanded by a 
free people: ‘Congress shall make no 
law abridging freedom of speech.’ 
Otherwise we are no better off than 
Germany or Russia, where no con- 
troversial issue may be discussed to- 
day.” 


Carstairs Adds Hamilton 

E. Paul Hamilton has been ap- 
pointed by Carstairs Bros. Distilling 
Company, New York, to take charge 
of a new department of merchan- 
dising and will supervise activities 
in advertising, sales promotion, 
publicity and trade and consumer 
relations. He has been associated 
with Frederick Loeser & Co., 
Brooklyn; L. Bamberger & Co., 
Newark; Station WOR, Newark: 
Barron Collier, Inc., New York, and 
Calvert Distillers Corporation, New 
York. R. H. Coffin continues as 
advertising and sales promotion 
manager. 


Camp Supports to Grey 

S. H. Camp & Co., Jackson, Mich., 
has appointed Grey Advertising 
Agency, New York, to direct adver- 
tising of its scientific body supports. 
Newspapers, magazines, business 
papers and dealer displays will be 
used. 


Lefton Gets Gliders 


Bunting Glider Company, Phila- 
delphia, has appointed Al Paul Lef- 
ton Company, Philadelphia, to han- 
dle advertising of its gliders and 
metal furniture. Magazines, busi- 
ness papers and direct mail will be 
used. 


We do 3 things well—pick up 
photostat and deliver. 16 cameras 
with experienced operators in 5 
strategic locations are backed up by 
48 service men—on their toes and 


on their jobs — looking after your 
jobs. Phone Whitehall 7575 
ATLAS Photo-STATS 


TAN MICHIGAN A wireue 
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Daily Delivery of 
Dog Food Marks 
Merchandising Plan 


Frex Distribution to Be 
Limited to Retail Meat 
Outlets 


Chicago, Nov. 15.—A new dog 
food merchandising plan has been 


launched by Beefare Corporation | 


with the introduction of a patented 
product called Frex, retailing at 10 
cents. An intensive drive is now in 
progress in the Pittsburgh area, 
preparatory to the inauguration of 
a nationwide campaign. Exclusive 
distribution through meat stores and 
the meat counters of food stores 
and daily delivery to insure fresh- 
ness, distinguish the Frex program. 

Another unique feature of the 
plan is that the product is not 
manufactured by Beefare but by a 
local packer under franchise from 
the parent company. Fried and 
Reineman Packing Company makes 
and distributes Frex in the Pitts- 
burgh area. The product’s formula, 


—_— : = 


Save 74: 
to $4.21 


Do you know that you can save from | 
Z4c up to $4.21 per line... with | 
practically no loss in effective 
circulation ...by using Capper’s 
Farmer to reach The Great Mass Mar- 
ket wherein farm families and their 
brand preferences dominate your 
sales at retail? Ask us to prove it. 


ad 


merchandising plan, national adver- 
tising, packaging and _ production 
machinery are controlled by Beef- 
are Corporation. 

In appearance, Frex resembles a 
meat loaf. The container is shaped 
for home refrigerator storage and 
has a large transparent window on 
the top side, through which the con- 
tents are visible. 

Claims made for Frex in the 
initial advertising, in addition to the 
fresh, pre-cooked nature of the 
food, include economy, elimination 
of the canning process and high 
vitamin content. The latter quality 
is dramatized by a clearly visible 
streak running through each roll of 
Frex. This is called the “vitamin 
vein,” and consists of charcoal and 
cod liver oil. Copy points out that 
many dog ailments are caused by 
poor diet and suggests that the use 
of Frex will result in a happier, 
friskier animal. 

The Frex advertising drive fol- 
lows a preliminary test in the 
Pittsburgh area, in which the item 
was placed in stores of different 
types, sizes and localities. Of all 
sales of dog foods during the month, 
Frex is reporied {9 have registered 
42.8 per cent against 47.2 per cent 
for all other competitive products 
combined. 

Daily announcements over Sta- 
tion KDKA will stress the message 


’ 


of daily fresh deliveries of the new | 
product. Large space newspaper | 
advertisements will reiterate that 
theme as well as other advantages 
claimed. Photographs of outstand- 
ing specimens of different types of | 
dogs will illustrate the newspaper 
insertions. 


Daily Deliveries Featured 


Beefare expects to extend distri- 
bution shortly after the first of the 
year. The company is _ affiliated 
with the Wessel Company, Chicago, 
which has concentrated for many 
years on forming cooperative local- 
ized industries for national adver- 
tising and merchandising efforts. A 
joint radio network program of 54 
cooperating banks, which sponsored 
the Philadelphia Orchestra, was one 
of the company’s projects. 

Batten, Barton, Durstine & Os- 
born prepared the Beefare cam- 
paign. 


“Parents” Holds Exhibit 


Prize-winning photographs in the 
National Children’s Photograph 
Contest are being exhibited until 
Nov. 28 in the photograph gallery 
of Parents’ Magazine, New York. 
First prize of $500, awarded by 
Parents’, was won by Walter R. 
Crowley, New Haven, Conn. The 
contest was conducted by the Na- 
tional Association of Department 
Store Studios. 


| that 


FIDO JUMPS INTO THE SPOTLIGHT 


Now You Can Give Your DOG 
A FRESH COOKED MEAL! 
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FREE X — the new kind of dog food — 
| not canned, not dry—satisfies your dog's cray- 
ing for fresh food — It's cooked FRESH and 
kept FRESH — Sold only at meat cousters — 
handled the same as meat for your own table. 


fresh food for your dog im « baady tor-bor comtabwer! At low 
it’s here. FREX, an utterly new kind of dog teed, satisfies your 
dog's are for fresh fom. For FREX is frechly made. freshly 
comked 


Your dug will love PIUEX. Amd he will get 2065 more wetual food 
voler from PREX then from other Me moixt dug feeds. W, 
eth b oxpormniee i put the saving inte emsitier 
ingredient» for FREX. Mereover, the exelustive FREX method 
«dt tow vowking ot low Lomperatures retains precious © 

het from ordinary deg (coeds conked at high temperatures. 


Read every word im the panel at the left. It tele how FREX 
supplies in abundance the nutrient factors meeessary to herp 
deus of off breeds end alf ages sound sad health», frisky and 
gore! natured, Keed why authorities on dog feeding say thir 
foesh tood is better fer your dog. 


You can teat FREX at our risk. Onder FREX from your awat 
dealcr—feed it to your dog far ten days Notice how he enjoys 
it—netion, too, bow it makes hime more regular. Hf yeu de act 
then thimk that FREX i+ a better food fer your dog than any 
cow hase ever used belore—if you are aot completely satiated 
with PREX in every way—yoor dester will refund your mene. 


DOES YOUR DOG EVER SHOW 
ANY OF THESE SYMPTOMS? 
Constipation — Poor appetite — Dull coat 
Excessive shedding — Bad, lasy disposition 
Most commen dog ailments ave caused by faulty diet. 
Food FREX for 19 days —ond see whet 2 diflerence it makes! 


FREX 


ated THE FRESH BOG FOOD 


Te yom dealer Wee | i pear 


WITH THE VITAMIN VEIN 


Initial copy in the Frex campaign stresses daily distribution, nutritive qualities 
and distribution through the meat trade. 


British Columbia 
May Stiffen 


Loss Leader Laws 


Vancouver, B. C., Nov. 15.—Al- 
though present loss leader legisla- 
tion in British Columbia has not 
functioned perfectly, attempts will 
be made at the next legislative ses- 
sion to stiffen present statutes, it 
was reported here today. 

The present act calls for a mini- 
mum price of at least 6 per cent 
above cost to the retailer. 
provision is similar to one in the 
model bill drafted by the National 
Food and Grocery Conference Com- 
mittee in the United States. 

Amendments will be offered to 
raise this compulsory profit to 7 
per cent. Opposing forces predict 
such amendments will bring 
price increases and that the subse- 
quent slowing up of turnover will 
be injurious to retailers. The new 
bill, however, would exempt perish- 
ables from its provisions. 

Advocates of stricter legislation 
admit the possibility of price in- 


This | 


creases but argue that many smal 
food retailers in the province wil 
be ruined if they are not afforded 


relief as contemplated in _ the 
amendments. Officials of the Retail 
Merchants Association, admitting 


that the legislation passed two years 
ago to prevent loss-leader advertis- 
ing has not worked out to perfec- 
tion, believe that a more inclusive 
coverage of products affected by th 
law wil! remedy the situation. The: 
ask that it be amended to embrace 
meats, fruits and other articles pre- 
viously exempted. 


“The Store” Moves 


The Store, New York, month 
business paper dealing with the 
modernization and appearance 0: 
retail shops, has moved to 103 Park 
avenue. 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing - Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 86% 


CHICAGO 


_— — 


¥ BX, ELE oS BOM 
- RE EA é [et 


eo ae See 


@ Just out! Seventy-six pages of 
$10 stock photos. New, fresh mod- 
ern subjects. Top photographic 
quality. Price $5, refunded on first 
order. Sent on 30-day approval. 


Order yours now! 


A. GEORGE MILLER, INC. 


43 East Ohio Street, Chicago 
Phone Delaware 4241 
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Earnings of 
Advertisers 


Borden Company 

For six months ended June 30, 
net profit totaled $3,475,210, com- 
pared with $2,823,674 in the first 


nalf of 1938. This is an increase of 


93 per cent. 


/ LC. Smith & Corona 


Net loss amounted to $15,702 for 
the September quarter, compared 
with net loss of $29,047 in the third 
quarter of last year. 


Radio Corp. of America 

Report shows net profit of $1,894,- 
924 for the quarter ended Sept. 30, 
compared with $1,616,449 in the 
1938 September quarter. For the 
first nine months, net profit totaled 
$4,066,425, against $4,141,206 in the 
frst three quarters of 1938. 


Greyhound Corporation 

For nine months ended Sept. 30, 
net profit amounted to $5,315,250, 
compared with $4,391,251 in the 
like 1938 period. This is an in- 
crease of 21 per cent. For 12 months 
ended Sept. 30, net profit was 
$6,547,244, compared with $4,969,- 
092 for the same period in 1938, a 
gain of 31.7 per cent. 


Hudson Motor Car 
Consolidated net loss for the third 


_ quarter was $670,848, compared with 


consolidated net loss of $1,682,468 in 
the same quarter last year. 


Lily-Tulip Cup 
For 12 months ended Sept. 30, net 
profit totaled $467,675, compared 
with $344,819 for 12 months ended 
Sept. 30, 1938. 
International Bus. Machines 
Report shows net profit of $8,237,- 


695 for nine months ended Sept. 30, 
compared with $7,612,859 for the 


» same period in 1938, a gain of 8.2 


per cent. Net income for the first 
nine months amounted to $6,590,- 
695, compared with net income of 
$6,051,359 in the first three quar- 
ters of 1938. 


Intemational Nickel 

For the quarter ended Sept. 30, 
net profit amounted to $8,811,368, 
compared with $7,552,123 in the Sep- 
tember quarter of last year. For 
nine months ended Sept. 30, net 
profit totaled $26,584,806, compared 
With $24,284,374 in the first three 
quarters of 1938. 
Richfield Oil 

Report for nine months ended 
Sept. 30 shows net profit of $1,858,- 
616, compared with $1,391,579 in the 
corresponding period a year ago. 
U. S. Gypsum 

Net profit totaled $2,613,003 for 
the September quarter, compared 
with $1,607,725 in the same quarter 
last year. This is a gain of 62.5 
per cent. For nine months ended 
Sept. 30, net profit was $5,730,861, 
compared with $3,788,945 for the 
first three-quarters of 1938. 
Dixie-Vortex 

Report for 12 months ended Sept. 
30 shows net profit of $835,519, com- 
pared with $729,118 for the same 


Feinberg in Los Angeles 
Feinberg Advertising Agency, has 
been established in Los Angeles at 
745 S. Normandie avenue and has 
been appointed to handle the fol- 
lowing accounts: Anna Dell’s Mir- 
acle jelly mix, Sealrite Products 
Company, Hart’s Clothiers, and 
Peasant Art Importing Company. 
Milton Feinberg, president, for- 
merly operated an agency in Phila- 
delphia. 


Joins Jam Handy 

Frank A. Seaver, formerly with 
Campbell-Ewald Company, has 
joined the creative contact staff of 
Jam Handy Organization, Detroit, 
and will devote his time to automo- 
tive parts and accessories merchan- 
dising through visual methods. 


To “Hellenic World” 


Hellenic World, Boston, biweekly 
Greek newspaper printed in Eng- 
lish, has appointed Peter W. Fotis 
to assist Harry Poule, advertising 
manager. The newspaper will cele- 
brate its first anniversary Dec. 1. 


| THEY HONORED KATE SMITH 


Charles G. Mortimer (left), General Foods advertising manager, and Ted Collins, 
producer of the "Kate Smith Hour,’ have that contented look after a luncheon 
tendered Miss Smith's entourage by CBS in Hollywood. 


Perry Leaves WTAG 


H. J. Perry has resigned from 
Station WTAG, Worcester. 


'Reichenback to KMOX 


| St. Louis, as commercial manager. 


KSO and WNAX. 


to send us your back copies 


golly, we won't! No, sir, all 


minds. 


period in 1938, an increase of 14.5 


per cent. 


Douglas Aircratt 


For nine months ended Aug. 31, 


het profit totaled $2,382,160, com- 
bared with $1,821,964 for the corre- 
sponding period a year ago. This 
IS a gain of 30.7 per cent. 

aggregated $19,192,359, against $22,- 


| PRIZE BONUS 
CAMPAIGNS 
complete sales 


contest service 
CAPPEL, MacDONALD « CO. 


DAYTON, OHIO aa. 
SUTOTIY © ete +208 © tertite teens 
Btbetiaes @ ieseectiss © seis 


MERCHANDISE PRIZE RWARDS 


Sales | 


area covered by The Cowles Stations. 


woman, get busy, cook us up a punchy 


like 


monicker 


Incidentally, we're paying 
for the best name. 


WMT 


Cedar RApIOS 
WATERLOO 


$500 CASH 


For the Best Name for the 
Territory Covered by the Pri- —s - ss 
mary Area of WMT, KRNT, se 


WE COULD ask you to tear off the 
top of your radio. We could ask you 


Rover Boys at Saskatchewan.” We 
could ask you to eat Crunchie- 
Wunchies three times a day. But, by 


you to do is to take a load off our 


Frankly, we've beat our brains 
against the wall, attended every ' 
seance in town—and still can’t think 
of a suitable name for the primaiy 


So, if you’re an advertising man or 


“ America’ 
Basket,” or . . . aw, heck, you name it! 


Afiheted with THE REGISTER AND TRIBUNE, Des Moines, lowe 


Bob Reichenback joined KMOX, | 


- Coming 
Conventions 


Dec. 4. Meeting of Eastern Coun- 
‘cil, American Association of Adver- 
|tising Ageneies, Hotel Roosevelt, 
| New York. 

Feb. 20-21. Annual meeting, In- 
|land Daily Press Association, Hotel 
| Sherman, Chicago. 

March 26-29. Annual Packaging 
Exposition and Conference, Hotel 
| Astor, New York. 


Richfield Issues Map 

| Richfield Oil Corporation of New 
York has published a full color 
European news map, showing all 
belligerent and neutral countries, 
position of the British blockade, 
British naval and air bases, and 
air times and distances between 
principal cities. The map is being 
offered free to motorists by Rich- 
‘field dealers in the East. 


For our PRIMARY AREA 


THIS CONTEST FOR ADVERTISING MEN ONLY 


of “The Ore: e 


we want 


COLO. 


f 7 - . 
ie re —1OWA F 
a: = : 


‘er 
ee 


HERE ARE THE RULES 


Contest open only to members of advertising 
ugencies and sales and advertising departments 
of radio advertisers. 

Entries must be submitted on your firm letter 
head. Submit as many names as you desire. 
Mail to Contest Editor, The Cowles Stations, 
Register and Tribune Bldg., Des Moines, Iowa. 


Entries must postmarked not later than Situated 
midnight, December 31, 1939. 
$500.00 cash will be paid for the name that, 
in the opinion of the judges, most accurately 
ind completely describes the combined market 
or primary area of stations WMT, KRNT, 
S Bread KSO and WNAX. Entries will be judged for 
originality, accuracy of description, and ap 
propriateness for use in advertising. Do not 
send elaborate entries. In cases of ties, duplicate 
$500 00 prizes will be awarded 
" Decision of the judges will be final, and all 


entries become owles Stations 


for advertising 


property of The ( 


or for any purpose they choose 


families in 


rate. The 
will gladly 


Represented Nationally by THE KATZ AGENCY 


FACTS ON THIS RICH 
MARKET TO HELP 


area served by The Cowles Stations con- 
tains more than 1,500,000 families who 
spend more than $1,500,000,000 annually 
with retailers in this territory. 


The farms located in this area represent 
10.7 per cent of the nation’s total, yet have 
an actual value of nearly 7 billion dollars, 
20.5 per cent of the nation’s total farm 
value, with a proportionately high income. 
One-third of the nation’s hogs are raised 
in this area 

There are more than 1,364,000 radio 


can be reached on the low combination 


tion you desire. 


Contest Closes Dec. 31, 1939 


YOU WIN 


in a rich farming district, the 


... and 17.6% of the chickens. 
the 385 primary counties that 


Cowles Stations, Des Moines, 
send you any further informa- 


Mall Entry Now! 


mt Sb 
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Readership Studies 
Cited as Need for 
Business Papers 


Knisely Urges Admen 
to Sell Management on 
Value of Promotion 

New York, Nov. 14.—Research on 


the effectiveness of advertising in 
business publications was suggested 


today before the Dotted Line Club 
by Stanley A. Knisely, executive 
vice-president of Associated Busi- 


ness Papers, as an excellent tool for 


increasing the respect of industrial 
management for the medium, as 
well as improving the professional 
status of the advertising manager 
himself. 
“For the 


industrial advertising 


manager to get any place in the eyes lated for 


of management,’ Mr. Knisely said, 


Restaurants Cash In 
on Maid’s Day Out 


Vancouver, B. C., Nov. 15 
Restaurant owners here have 
discovered that Thursday the 
traditional] maid’s day out, can 
be a profitable source of in- 
creased revenue for them, with 
the aid of advertising. Inspired 
by the Vancouver News Herald, 
22 restaurant owners and 18 
supply houses have cooperated 
in weekly six-column_inser- 
tions, urging husbands to give 
friend wife, as well as the maid, 
a day off. Window streamers 
and table advertising novelties 
further emphasize Thursday as 
“Restaurant Day.” 


questionnaires mailed to one group 
of industrial executives to whom the 
company advertised consistently 
through the business press and an- 
other set to fields where Republic 
advertising had been irregular or 
entirely absent. The results, tabu- 
different steel products 
‘and individual publications, showed | 


“he must prove that he knows his/that among those to whom Repub- | 


business. 
he has sold management on gener- 
alities and faith. 
business paper advertising is to 
gain the recognition it deserves.” 
As an example of the type of prof- 
itable research which can be con- 
ducted by an industrial advertising 
department, Mr. Knisely reported 
results of a study of advertiser rec- 
ognition and preference made by 
tepublic Steel Corporation, with 
which Mr. Knisely was associated 
as director of advertising until he 


joined ABP recently. 
The Republic survey consisted of 


This must stop if | 


, tion 


To too great an extent | lic promotion was consistently ad- | 


dressed recognition of leadership 
averaged 33 per cent of the total, 
while the poorly promoted fields re- 
flected only 12 per cent average rec- 
ognition. 


Analyzes Republic Survey 


j 
| 


Another study recently completed | 


by Republic to probe readership of 
business publications among the 
company’s personnel was also ana- 
lyzed by Mr. Knisely. Several hun- 


| 


dred key men in the steel organiza- | 


were asked the number 
names of business and_ technical 
publications they read, if they read 
the advertising therein and to what 
extent they were influenced by busi- 
ness paper advertising in their rec- 
ommendations for new equipment. 

In both mill and manufacturing 
plants the survey disclosed that as 
high as 95 per cent of the men in 
some divisions were enthusiastic 
about such publications and up to 
80 per cent were guided in their 
choice by advertising. 


Presenting our latest catalog of unusual 


STOCK 


Send tor this handsome 
Volume containing 


PHOTOS 


Plastic-bound. Hard 
approximately 


cover, 48 page 


1000 NEW Reproductions. 


showing a cross-section of a wide range of subjects available. 


A deposit of $5.00 will be 


charged for this 


book—BUT—this 


amount will be CREDITED against your first purchase of $10.00. 
WRITE FOR IT TO-DAY 


BLACK BOX STUDIOS 


136 East 57th Street. New York. N. Y. 


Telephone PLaza 3-0920 


and | 


Getting . Personal 


Larry Davis, a.m., 
of son Bob. 


Kendall Mills, is proud of the athletic exploits 
Besides being one of the ranking young golfers in New 
England, he is a second-string guard on the Amherst football team 
this fall. A 192-pounder, Bob is a junior and hopes to earn his letter 
this season... 

Another adman whose son is prominent on Eastern gridirons is 
Frank Finneran, son of John E. Finneran, v.p. of Benton & Bowles. 
Despite his mere 170 pounds, 
Frank is varsity center on Cor- 
nell’s topnotch team this fall. . . 

Eric Ridder, associated with 
his father, Joseph E. Ridder, in 
the newspaper publishing firm 
of Ridder Brothers, will be mar- 
ried later this month. . . Theo- 
dore Barash, of Benton & 
Bowles, will wait until Febru- 
ary before he takes the leap 
into matrimony... 

This is the charity drive 
season, and numerous admen 
are lending their services to a 
variety of Gotham groups. In- 
cluded are Raymond Rubicam; 
Arthur Kudner; M. L. Ayles- 
worth, publisher of the N. Y. 
World-Telegram: George Back- 
er, publisher of the N. Y. Post; 
William Weintraub, publisher of 
Esquire; John M. Wyatt, direc- 
tor of marketing, Calvert Dis- 
tillers Corporation; and Milton 
Biow, the agency head... 

When Ralph J. Cordiner, new prexy of Schick Dry Shaver, Inc., 
spoke before the Sales Executives Club of N. Y., Stanley Nowak, gen’l 
s.m., and Rey W. Johnson, a.m., made the trip from Stamford to hear 
the boss talk. Johnson could double for a matinee idol, what with 
that curly hair and winning smile. . 

Frank Goodell, former v.p., Birdseye Electric Company, who re- 
tired to lead the life of a gentleman farmer recently, has chartered a 
sea-going cutter which he in- 
tends to take to Florida for fish- 
ing trips this winter. He’ll be 
back in time to sow his crops 
in the spring... 

Contributions from _ two 
agency men were contained in 
the same issue of Time a fort- 
night ago. The magazine, in 
its letter columns, carried let- 
ters from Arthur Goodfriend, 
of Lawrence C. Gumbinner, and 
Henry Eckhardt, Jr., of Ken- 
yon & Eckhardt... 

Apparently Theodore G. 
Montague, Borden president, 
practices what he preaches. A 
picture taken of him the other 
day in his Greenwich, Conn., 
home showed a_ background 
glimpse of his kitchen refriger- 
ator. Its content was the an- 
swer to a merchandising man’s 
prayer—shelf after shelf stud- 
ded with Borden’s Chateau 
cheese, Borden’s evaporated 
milk, Borden’s condensed milk, 
Borden’s Vitamin D milk, etc., 
OU... 

Harold V. Klau, art director 
of Klau-Van Pietersom-Dunlap 
Associates, Milwaukee,  sur- 
prised his friends by his recent 
marriage in New York to Sallie 
Steele. . . Another wedding is 
that of Joseph L. Swenson, 
a. m. of Behr-Manning Corpo- 

— ration, Troy, N. Y., and Barbara 
Bladen, who works for the same company. . . 

Al Billingsley, president of Fuller & Smith & Ross, Cleveland, and 
Four A’s chairman, was receiving the congratulations of brother agency 
men at the Central Council meeting in Chicago over his narrow escape 
from pneumonia. Mr. Billingsley suffered a virulent attack of influ- 
enza, but seems as good as new. . . Burtice Cross, office manager of Mc- 
Cann-Erickson, Inc., Chicago, was the only feminine delegate to the 
Central Council meeting. . . 

Arthur N. Mogge, Chicago and St. Louis agency man, is not the 
only member of his family to choose advertising as a career. He is 
the cousin of Norton W. Mogge, manager of J. Walter Thompson’s 
Seattle office. . . 

W. Frank McClure, Critchfield v. p., has had as one of his hobbies 
for 25 years the running of a Sunday Evening Club in Winnetka, one 
of Chicago's better suburbs. He’s opened his 26th season and has 
corralled a lot of celebrities as guest lecturers, including H. V. Kalten- 
born, Jan Masaryk of Czechoslovakia, Burton Holmes and scientist 
Arthur Compton... 

First presentation of the Franklin Institute’s new Vermilye Medal 
for “outstanding contribution in the field of industrial management,” 
was made to Lewis H. Brown, Johns-Manville prexy. The ceremony 
took place Nov. 14 in Philadelphia. . . 

Thanks to Les Quailey, who is in charge of sports announcers 
for N. W. Ayer & Son, improved gridiron markings are appearing on 
more and more college fields to help spectators enjoy the action more 
fully. Nine universities now use the system which consists of large 
white diamonds on the 20-yard lines, white crosses on the 40-yard 
stripes, and a circle in mid-field. Large numerals are also stenciled 
on the ground in white at the end of each 10-yard stripe. . . 

The Cleveland Community Drive finds well known admen push- 
ing the publicity program. Among those enlisted are F. Carlisle 
Foster, Foster & Davies; George Adromeit, Caxton Company; F. P. 
Stashower of Lang, Fisher & Kirk; W. R. Johns, Stern Advertising 
Company; H. L. Stein, agency head; C. L. Davis, BBDO; and H. F. 
Barnes, General Electric Company 


WHERE BOY MEETS GIRL 


Don Mitchell, 
Cola, found Hollywood more than pleas- 
ant recently, as evidenced by this pic- 
ture which shows him with June Lang, 
Universal Pictures star and glamor girl. 


vice-president of Pepsi- 


ON HIS DAY OFF 


Scientific gardening is the hobby of 

E. L. Andrew, vice-president of Fuller & 

Smith & Ross, Cleveland. He's shown 

here dabbling at his Shaker Heights 
home. 


Joyce 


Demands $250,000 | 


ae fOr Campaign Ideqs 


Adopted by —- 


| New York, Nov. 15.—Another ¢ 

| arette advertising “idea” suit 
instituted in New York suprem, 
court here yesterday when R, } 
Reynolds Tobacco Company, Wij. 
liam Esty & Co., and two executive 
lof the agency, were named defeng. 
‘ants in a $250,000 damage action. 

The plaintiff is William Lavarre 
| who claims prominence in journa). 
jism, photography and feature pro. 
motion of newspapers. He charge 
misappropriation of the “Seeing’ 
Believing” campaign used for Cam. 
els in 1938. 

Named along with the advertise 
and agency are William C. Esty 
president, and Gerald H. Carsoy 
vice-president of the agency. De. 
fendants have filed an application t 
require the plaintiff to make th, 
complaint more definite. 


Claims 2% Commission 


Mr. Lavarre charges that he had 
been promised 2 per cent of all ad- 
vertising expenditures and a mini- 
mum of $750 per week if his ide; 
was used. He alleges that his sug. 
gestions were embodied in the cam- 
paign and that he was not paid. 

The plaintiff states in his com. 
plaint that Reynolds used his name 
in testimonials for Camels in 1934 
and 1936. In 1936, it is alleged, he 
originated a combination of the slo- 
'gan “Seeing’s Believing’’ with pho- 
tographs which illustrated the theme 
through “visual psychology.” He 
|'obtained a copyright on this com- 
bination, he contends, and the tech- 
nique subsequently became popu- 
larly associated with his name. 
| His estimate of $250,000 as dam- 
ages due him is based on the claim 
that over $5,000,000 was spent by 
Reynolds in advertising which was 
|based on his idea. He alleges that 
Esty accepted his idea in 1937, but 
that he was notified in 1938 that the 
plan had been abandoned. 


Whidden with Norriss 


Albert S. Whidden has resigned 
from the Curtis Publishing Com- 
pany, to become director of sales for 
Jan Norriss Studios, New York, 
manufacturer of sculptured and 
molded displays. 


NBC Adds Omaha Station 


Station KOWH, Omaha, has 
| joined the National Broadcasting 
| Company as an outlet of the Blue 
| network, bringing the total number 
|of NBC affiliates to 179. 


Aircraft to Reiss 

| Capital Aircraft and Supply Com- 
‘pany, New York, has appointed 
|Reiss Advertising, New York, to 
'direct its account. Business papers 
| and direct mail will be used. 


‘Wickstrom Joins Ringer 

| Chester Wickstrom, formerly 
| with Goldberg Advertising Agency 
in Australia, has joined Lee Ringer, 
| Advertising, Los Angeles, as pro- 
— manager. 


Feeley to WHO 


| Hugh M. Feeley has joined the 
sales staff of Station WHO, Des 
Moines. He was formerly in the 
| Chicago office of Free & Peters, 


|radio representative. 


WON 


Vas é 

omung coonls cast herr shadows. 
No change in programming or | 
policy. Better service to Met- 
ropolitan New York including 
its i 635 foreign citizens 


1000 oo oonlns DAY AND MIGHT WBNX; ron 
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Business, Too, Has 
Demands fo Make of 
Advertising: Davis 


(Continued from Page 1) 


about the demand of the public, 
expressed through various laws, for 
truth in advertising, but I say that 
the demand of the business execu- 
tive for truth in advertising is just 
as great, if not greater than the 
demand of the public.” 

Mr. Davis criticized attempts of 
advertising men to put business 
executives in a “hypnotic trance” 


with visions of millions of dollars | - 


of future profits. “If the advertis- 
ing man will only realize,” he re- 
marked, “that the best way to deal 
with the business executive is to 
talk to him in the plain language of 
facts which both of them can under- 
stand and evaluate, it seems to me 
that there will be a good many 
fewer disasters in the associations 
between business and advertising.” 
While it may be possible to prove 
to consumers that advertising has 
been an economic blessing to them, 
Mr Davis expressed a belief that 
this is not the paramount task. The 
business executive, concerned with 
the consumer angle, wants first of 
all to avoid advertising that will 
not be borne out by actual use of 
his products. Untruthful advertis- 
ing, he emphasized, is in the long 
run unprofitable advertising. 
Anything that will help to make 
advertising more accurate without 
depriving it of the color which it 
needs to do a job is a tremendous 
help to the business executive, he 
added. 


Clarify “Merchandising” 


“Another thing on which a great 
deal more factual information is 
needed is the relationship which 
exists, or should exist, between ad- 
vertising and merchandising,” he 
continued. “We in General Mills 
try to think of advertising and mer- 
chandising as two parts of the same 

peration, advertising bringing the 
consumer toward the goods and the 
merchandising bringing the goods 
toward the consumer. Now it is 
perfectly obvious that if a would- 
be purchaser has no opportunity to 
get the thing he wants to purchase 
no amount of advertising, no matter 
how clever or ingenious or effective 

t may be, will bridge the gap. 

“It seems to me absolutely neces- 
sary to organize the advertising in 
relation to such steps as are taken 
to merchandise advertised products, 
particularly when such merchandis- 
ng has to be done chiefly through 
established retail outlets, as in the 
case of grocery stores or drug stores. 
If we spend a million dollars telling 
people to go to their grocers and 
buy a package or sack of our prod- 
ucts and a single person who reads 
or hears that advertising carries out 
the instructions, only to be told by 


COLLINS 
MILLER & 
HUTCHINGS 


the grocer that he hasn’t got the 
product in question, then the money 
we have spent in advertising to 
reach that particular prospect is 
wasted. 

“As a matter of fact, it is worse 
than wasted because he is apt to 
decide as the result of the failure of 
the grocery store to give him what 
he asks for that the product can not 
be very good anyway. 


Bad Copy Hurts All 


Generalities must be avoided, Mr. 
Davis declared, in spite of the diffi- 
culty involved. He also emphasized 
the necessity for advertising men to 
realize that there is some advertis- 
ing which “simply cannot stand the 
test of facts.” 

“When I read or 


attacks on advertising and adver- 
tised products made by various 
groups, and then read the indignant 
replies made by advertising people, 
I sometimes wonder whether we 
have gone far enough in cleaning 
our own houses so that our answers 
are as convincing as they ought to 
be. Now I know from experience 
how difficult it is consistently and 
at all times to tell the truth about 
the products of a single company so 
that I would certainly not want to 
put myself in the position of giving 
any general guarantee of the truth- 
fulness of advertising as a whole. 
“And we all know that there is 
plenty of advertising which simply 
can not stand the test of facts. Such 


|advertising does a real injury to 
hear about! 


every legitimate form of business 


| 


WHO'S 


BALL? 


CARRYING THE 


because it creates doubt as to the 
accuracy of advertising statements 
which would otherwise be accepted 
without question. 


Basis of Facts 


“The thing that I, as a business 
executive, want to ask of you, as 
advertising men, is more help in 
establishing advertising activities on 
a basis of ‘facts—not opinions.’ This 
should apply to the whole field of 
advertising service, including media 
and copy. When you consider the 
enormous amount of money in the 
aggregate which business spends on 
advertising it does not seem to me 
too much to ask that the men who 
are responsible for that expenditure 
should be guided so far as possible 
by clearly determinable facts.” 


Plan Industry Surveys 


American Industries Surveys, 
New York, has been established by 
Morris V. Rosenbloom and Harriet 
B. Meyer to produce industrial re- 
search surveys and publish hand- 
books on the achievements of 
American industries for consumer 
education. Mr. Rosenbloom is au- 
thor of “The Liquor Industry” and 
co-editor of “Bottling for Profit” 
and Miss Meyer was formerly cur- 
ator of industrial art at the Brook- 
lyn Museum. 


Named Ad Manager 


Dorothy Messing, formerly adver- 
tising manager of Marshall Drug 
Company, has been appointed ad- 
vertising manager of Walter Gold- 
smith Company, Cleveland, manu- 
facturer of undergarments. 
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THE JOURNAL 
-THE NEWSPAPER 


YARDAGE! The Journal has been piling it up in 
the first 9 months of ’39. Going straight down the 
field to roll up another record score for the year. 
(See Media Records figures on the left.) 


The lead in retail linage is very pertinent. The 


retailer knows! It’s his business to know. It’s his 
bread and butter. If he picks the wrong paper, his 
aisles are empty, his bank balance sags. Because 
the Journal scores for him consistently, he gives 
it an overwhelming preference. 


THE JOURNAL 


Portland’s Only Afternoon Newspaper 


PORTLAND 


REYNOLDS-FITZGERALD, INC., WATIOWAL REPRESENTATIVES 
HEW YORK + CHICAGO + PHILADELPHIA ~ DETROIT 
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U.S. Extends 
Gasoline Fight 
to Pacific Coast 


39 Companies Named 
in New 
Los Angeles 


Los Angeles, Nov. 16.— Marking 
a resumption of the government’s 
long fight against the petroleum in- 
dustry, but departing from the 
previous pattern in including in- 
dependents in the allegations, a 
special federal grand jury indicted 
39 companies and two associations 
here this week on charges of con- 
spiracy to raise and maintain gaso- 
line prices in violation of the Sher- 
man anti-trust act. 

The defendants, the indictment 
alleged, control 95 per cent of the 
gasoline sold on the Pacific Coast. 
While all of the companies operate 
in California, it is charged that they 
extended the same methods to Ari- 
zona, Nevada, Oregon and Wash- 
ington. It is alleged that the inde- 
pendents operated under fixed 
quotas which limited the amount 
of gasoline each could produce. The 
indictment further charged that the 
defendants made a secret agree- 
ment not to sell gasoline or oil to 


“BACK ISSUES 


@ Complete coverage 
of current and back 
issues of trade papers 
and general magazines 
for editorial and adver- 
tising material. 


WE 


“Using 
Trade Paper 
Clippings in 

Business” 


BACON’S 


CLIPPING BUREAU 


‘221 N. LASALLE ST., CHICAGO, ILL. 


Indictment at. 


retai] stations which refused to ob- 
serve the suggested retail prices. 
To enforce this agreement, it 
is contended, the oil companies 
formed two organizations, the Fair 
Practices Association, made up of 
major oil companies, and the Inde- 
pendent Refiners Association, which 
acted as a policing group. Service 
stations which refused to adopt the 
price schedule were blacklisted, cut 
off from supplies, and eventually 
forced out of business, it is alleged. 
The indictment set forth that the 
conspiracy was executed through 
a program of purchases by major 
companies of gasoline produced by 
independent refiners at arbitrary 
prices designed to eliminate com- 
petition between the two groups. 
Such purchases were made with the 
understanding, it is charged, that 
the independents would maintain 
prices for the remainder of their 
supplies at or about the same level 
established by the large companies. 
The oil probe, directed by Joseph 
E. Brill and M. S. Huberman, spe- 
cial assistants to the United States 
Attorney General, has continued 
since June 2. Under anti-trust 
regulations, a maximum fine of $5,- 
000 may be assessed against each 
company in case of conviction. 


List of Defendants 


The defendants are Standard Oil 
Company of California, General 
Petroleum Corporation of Cali- 
fornia, Richfield Oil Corporation, 
Shell Oil Company, the Texas Com- 
pany, Tidewater Associated Oil 
Companies, Union Oil Company of 
California, Gilmore Oil Company, 
Rio Grande Oil, Inc., Seaside Oil 
Company. 

Signal Oil Company, Sunset Oil 
Company, Aromalene, Inc., R. R. 
Bush Oil Company, California Oil 
and Refining Company, Century Oil 
Company, the Caminol Company, 
Ltd., Eagle Oil and Refining Com- 
pany, Inc., East West Refining Com- 
pany, El Camino Refining Com- 
pany. 

FE] Tejon Oil and Refining Cor- 
poration, Envoy Petroleum Com- 
pany, Estado Petroleum Corpora- 
tion,, Exeter Refining Company, 
Fletcher Oil Company, Inc., Han- 
cock Oil Company of California, 


whiter, creamer, vm 


. 

ENIOY IDAHOS when you dine out ff 

Make this delicious, hearty food—chus § 
vitamin-tich food part of 


ow 


Repeating last year's successful practice, 
Idaho potato advertising will again be 
directed to housewives in specific locali- 
ties. Provision made for local copy is 
shown here. The Idaho Advertising Com- 
mission account is handled jointly by 
Cline Advertising Service, Boise, and 
Botsford, Constantine & Gardner, Port- 
land, Ore. 


Harbor Refining Company, Kern 
Oil Company, Ltd., MacMillan Pe- 
troleum Corporation, Mercury Pe- 
troleum Corporation, Mohawk 
Petroleum Corporation, Norwalk 
Company, Olympic Refining Com- 
pany, Pan Pacific Oil Company, the 
Petrol Corporation, Rothschild Oil 
Company, Socal Oil and Refining 
Company, Triangle Oil and Refining 
Company, White Star Oil and Refin- 
ing Company, Independent Refin- 
ers’ Association of California, Inc., 
and Fair Practices Association (Pe- 
troleum Products). 


Miss Grumbine Writes 
“Career” Narrative 

E. Evalyn Grumbine, assistant 
publisher of Child Life, is the 
author of a new book, “Patsy Breaks 
Into Advertising,’ published by 
Dodd, Mead & Co. 

It is the story of a girl’s ventures 
into advertising, and of the ob- 
stacles she overcomes before 
achieving her place in the business 
world. 


He’s One Swell 


ADVERTISING MANAGER 


He’s had 30 years of experience in advertising, merchandising. and 


selling. 


For the past 10 years. he’s been advertising manager for a famous 
trademark. He leaves Dec. | 


Doesn't move often 


—Available Dec. | 


national advertiser. 


For here’s a man with the advertising judgment that only experience 
brings. He knows “all the ropes” 
dozens of advertising and promotional campaigns 
work, seen some of them fail, and knows why. Knows copy. layout. 
art, the mechanics of advertising, and costs. Knows selling and sales- 
men—packages, dealers, and deals 
and sales promotion. Believes in profits, too 


has sat in on 


and he knows 


its way. and keeps within it no matter what. 


And when you ade his personality to his experience. you've got 
something. Energetic. but friendly and tactful and fair, he always 
did get more cooperation, more loyal effort, from employees. from 
dealers, and especially from advertising agencies. than anybody we've 
ever known. He sure knows how to make an agency “come through.” 


His salary requirements will be moderate: and his contribution limit- 


less. 


mister. don't fail 


Box 1956, ADVERTISING AGE, Chicago 


So, if you need an advertising or sales promotion manager. 


to write 


and when he does. it’s for good reason. 


and there's a real opportunity for some 


makes a budget pay 


the planning of 


has seen them 


good advertising 


LOCALIZE IDAHO COPY Francisco Asserts Indiana Approves 


Business Faces 


‘Glass House’ Era 


Chicago, Nov. 16.—Good products 
at low prices are no longer a suffi- 
cient contribution for business to 
make to the public, Don Francisco, 
president of Lord & Thomas, de- 
clared here last night at the annual 
meeting of the Chicago Better Busi- 
ness Bureau. 

Speaking on “Business Needs 
Friends,” Mr. Francisco emphasized 
that a new era has arrived, an era 
in which business lives in a “glass 
house.” 

“Every business that touches the 
public,” he commented, “is now a 
public business. Private business, 
in the old sense, no longer exists. 

“Business today must produce 
and sell in a manner that will win 
general approval. It must show the 
public by both deeds and words 
| that its operations contribute to 
| social as well as economic welfare.” 
| The Lord & Thomas chief also 
|}emphasized that business has been 
much too modest about its real con- 
tributions to social welfare, and that 
it has failed to explain “how it got 
that way.” 

“That great invention, which we 
call the American system of private 
enterprise, has no more glamor or 
meaning with our people today than 
the telegraph, the air brake, the 
gasoline engine and countless other 
great inventions, which seem always 
to have been with us and are taken 


tion.” 
Business’ remedy for this, said 
Mr. Francisco, must be a consist- 


ently stronger appeal to the aver- 
age man and woman. 

“Talk their language,” he urged. 
“Appeal to their self interest. Be 
specific. Dramatize your story. Give 
it enticement. And finally, take a 
few simple truths and repeat them 
over and over.” 


Two Appoint Gray 

Russell T. Gray, Inc., Chicago, 
has been appointed to handle the 
accounts of Accurate Spring Mfg. 
Company, Chicago, manufacturer of 
light springs, and Verson Allsteel 
Press Company, Chicago, maker of 
fabricated stee] presses. 


To Whipple & Black 


Erd-Marshall Company, Port 
Huron, Mich., manufacturer of wo- 
men’s garments, has named Whip- 
ple & Black Advertising Company, 
| Detroit, as merchandising counsel. 


KFYR Appoints Blair 


Meyer Broadcasting Company, 
Bismarck, N. D., has appointed John 
Blair & Co. to represent Station 


| KFYR. 


for granted by the present genera- | 


_ 
—— 


Sale of Vitamins 
in Grocery Stores 


Indianapolis, Nov. 15.— The Ip. 
diana Board of Pharmacy this wee, 
announced that it would appeal! the 
decision handed down recently py 
the Superior Court here upholding 
the classification of vitamin Cap. 
sules as “accessory food factors” 
and not drugs. 

The action was instigated by the 
Kroger Grocery & Baking Compan, 
which sought a declaratory judg. 
ment against the rule of the pharm. 
acy board which, under state law 
restricted the sales of vitamin prod. 
ucts to authorized drug _ stores 
Kroger held that the vitamin cap. 
sule which its stores sell is a food 
product intended to correct certaiy 
dietary deficiencies. 

Kroger, one of the first grocery 
chains to enter the vitamin field 
has had considerable success in the 
sale of such products in its 4,009 
stores. 

In arguing the case, the pharm- 
acy board contended that only the 
medicines of secret composition can 
be sold by other than drug stores, 
according to the state law. Con- 
tents of the vitamin capsules are not 
secret. Thus, the board argued, 
regulation might best be effected 
through sale of the product in drug 
stores only. 


Advertisers Move 
to Change Cartons 


Following Seizures 


New York, Nov. 16.—As a result 
of the Food and Drug Administra- 
tion’s seizure of numerous nation- 
ally advertised toilet goods pack- 
ages on the grounds that the con- 
tainers mislead consumers with re- 
ward to their content, advertisers 
have decided on a five-point pro- 
gram to remedy the situation, the 
Toilet Goods Association reported 
today following a survey of its 
membership. Procedure will in- 
clude: 

1. Shorten containers, a move 
which may necessitate a consider- 
able amount of packaging machin- 
ery rebuilding. 

2. Print a full size picture of the 
bottle on the carton in cases where 
alleged deception is attributed to 
odd-shaped bottles. 

3. State net contents of bottle 
on the carton. 

4. If a small-size sample of an- 
other product is included in the 
container this fact should be stated 
on the carton. 

5. Let the government know that 
such changes are being made. 


Oo. er 
A IMPOSING group of successful advertising execu- 

tives and advertising agencies finds this a lucky 
number. It enables them to use a service consisting of 
ad-setting, engraving, and printing—all «under one roof 
. . . Specially trained men are always of their toes to 
serve you so well that you will come back again. We can 
lighten your burdens—and at the same time produce 
better and more profitable printing for you—at a sav- 
ing of time, trouble and money. Phone Wabash 7820 

Z us 


FAITHORN 


CORPORATION 


AD-SETTING + ENGRAVING + PRINTING 
504 SHERMAN STREET, CHICAGO + WABASH 7820 
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New Tobacco Drive 
Recalls Copywriting 
Saga of Earlier Era 


Heine's Blend Tobacco 
Hires Old-Time Expert 
on Prince Albert 


(Picture on Page 35) 


Los Angeles, Nov. 15.—The recent 
appointment of Theodore B. 
Creamer as agency for Sutliff To- 
bacco Company of San Francisco 
highlighted a copywriter’s story 
that dates back a quarter of a cen- 
tury and recalls an earlier merchan- 
dising era. 

Sutliff has retained Mr. Creamer 
to write copy and direct a campaign 
for Heine’s Blend smoking tobacco 
in magazines and business papers. 
It is a task similar to one that 
brought Mr. Creamer—and one of 
Sutliff’s present competitors—fame 
way back before the war. That 
competitor was Prince Albert smok- 
ing tobacco, made by the R. J. 
Reynolds Tobacco Company. 

Sutliff’s campaign for Heine’s 
blend involves use of Argonaut, 
Business Week, Esquire, Fortune, 
Newsweek, Script and Time, plus 
several business papers. Small size 
insertions are being used. 

Copy is informal, straightforward 
and distinctly modern. However, it 
bears the unmistakable stamp of 
the sarne copywriter who scored so 
sensationally for Prince Albert in 
a day when tobacco—or any other 
copy—was on the austere side. 


He Liked the Product 


Mr. Creamer recalled the Prince 
Albert story for ADVERTISING AGE’s 
benefit today. At that time in 1915 
he was working for N. W. Ayer & 
Son, the agency for Reynolds. 

“I tried some Prince Albert,” he 
said today, “and liked it so much 
that the agency decided to let me 
try my hand at the campaign. 

“I wrote copy for this tobacco in 
a language new to advertising, a 
tyle that I had become familiar 
with as sports editor of the Phila- 
delphia Inquirer. I used plenty of 
hyphens, colloquialisms, frankness 
and humor.” 

Copy for one of these old-time 
Prince Albert advertisements read: 

“You'll start an old-pal party 
just as quick as a flash—soon as 
you'll realize it’s a live bet to let 


your good money rub up against 


some Prince Albert tobacco. Why, 
i's like beating back to the bushes 
for old home week, P. A.’s_ so 


f 


frendly, so chummy-like. 

“You see, Prince Albert can’t bite 
your tongue or any other man’s, nor 
parch throats. Because it’s made 
by a patented process that cuts out 
the bite and pareh and let’s you 


| 


ol 7raghar — 
MCINE'S BLEND 
and take a calmer slant 


Poised behind a pipe-smoke-screen of 
Heine's Mild, Mellow Tobacco you've sure 
bagged a trick before the turmoil gets half 
limbered up...Heine'’s Blend points you to 
faster, clearer thinking—sustains concentra- 
tion—it's so amiable, so soothing. Even 
Heine’s unmatched fragrance is disposed to 
promote peaceful solutions...If your spirit 
echoes “‘try anything once,’’ you'll lose no 
time sending for a free sample of Heine's 
—the Blend that has answered 
the pipester's prayer since 1849. 


1-Ib. and 34-Ib. SEALED tins and 1%oz. 
foil packages at smart smoke counters 
everywhere, or write Sutliff Tobacco 
lm Co., San Francisco, Calif. or Heine's 
J Tobacco Co., Massillon, Ohio. 


Theodore B. Creamer prepares new to- 
bacco campaign and recalls his expe~- 
riences with Prince Albert 25 years ago. 


hear the song of the joy’us jimmy 
pipe all the day long.” 

Achieving success with this type 
of copy, Mr. Creamer during the 
ensuing 13 years wrote approxi- 
mately 700 full pages in a similar 
vein for the product, using adver- 
tising space worth from 30 to 40 
million dollars. 

The down-to-earth technique, in 
modern dress, is being used for 
Heine’s Blend. Several of the in- 
sertions dramatize the “critical 
moments” theme, and one points 
out: “Calm, fast thinking calls for 
a soothing pipe packed with Heine’s 
Blend. 

“No two ways about it—here is a 
tobacco that puts - a - pipe - on -a - 
pedestal. Heine’s mellow mildness 
helps to temporize stressful ses- 
sions; even its fragrance might be 
expected to tranquilize the ‘savage 
breast.’ .. 

“Plenty grand what Heine’s Blend 


figuring how in the name of samhill 
thirty-six hours of such pipepleas- 
ure can be jammed into every 
twenty-four!” 


How Camels Were Named 


In recalling Prince Albert’s early 
advertising days, Mr. Creamer also 
commented on the emergence of 
Camels, and described how this 
cigarette was named. R. J. Rey- 
nolds, head of the company, asked 
his officials and agency executives 
to submit their choices for names. 
Hundreds of names were offered, 
Mr. Creamer recalled, and often 
“Mr. Reynolds would repeat it and 
then make some comment. When 
the ceremony had been completed 
in this manner, Mr. Reynolds finally 
said, ‘Well, gentlemen, I believe you 
have submitted many — splendid 
names and I want to thank you, but 
I’ve already decided. I’m going to 
call the new cigarettes Camels.’ ”’ 
Mr. Reynolds told Mr. Creamer 
the reason for his choice. “When I 
was a small boy in the North Caro- 
lina mountains,” he explained, “a 
traveling circus came to town. I 
was fascinated by one animal in the 
circus, the camel. 

“IT made up my mind then that if 
I could ever do anything for the 
beast or use his name in any way 
I was going to do it. So I called 
the cigarettes Camels.” 


| 


Crowell-Collier 
Advances Twelve 
in Realignment 


New York, Nov. 14.—Shifts and 


promotions involving a dozen ad- | 


vertising executives of Crowell- 
Collier Publishing Company were 
revealed here this week by Thomas 
H. Beck, president. Although the 
changes were made shortly after the 
recent suspension of Country Home, 
only two of the men affected were 
connected with that magazine. 

J. A. Welch, who has been vice- 
president and advertising director, 
has been shifted to the general ex- 
ecutive staff. His successor as ad- 


vertising director is T. L. Brantley, | 


formerly 
Collier’s. Arthur H. Motley, for- 
merly manager of the Chicago office, 
has been named executive assistant 
to the president. 

Former Country Home executives 
assuming new posts are E. P. Sey- 
mour, advertising manager, who has 
been named Eastern advertising 
manager of Woman's Home Com- 
panion, and Hoyt Metzgar, now 
Eastern advertising manager of The 
American Magazine. 

Other men involved and their 
new positions are: R. W. Yocum, 
advertising manager of Collier’s;: 


advertising manager of | 


A. L. Martin, advertising manager 
of Woman’s Home Companion; N.C. 
Green, manager of Chicago office; 
| J. D. Hooley, manager of Boston 
office; B. J. Reynolds, Western ad- 
| vertising manager, Collier’s; W. A. 
| Sittig, Western advertising man- 
ager, Woman’s Home Companion; 
and J. R. Norris, Western advertis- 
ing manager, American Magazine. 


Cy Coggins Promoted 


Cy Coggins has been appointed 
sales promotion manager of General 
Outdoor Advertising Company, New 
York, succeeding A. T. Miller, who 
has been assigned to special field 
work in the general sales depart- 
ment. Mr. Coggins was formerly 
national market representative and 
has been with the company eight 
| years. 


20 Grand to McC-E 


The Buenos Aires office of Mc- 
Cann-Erickson has been appointed 
by Manuel Campos, Argentine dis- 
tributor, to handle advertising in 
that country of Twenty Grand 
cigarettes of Axton-Fisher Tobacco 
Company. Newspapers will be used 
| for the opening campaign. 


To Geare-Marston 


Wilkening Mfg. Company, Phila- 
delphia, has named Geare-Marston, 
effective 


Philadelphia, as 
| Dec. 1. 


agency, 


will do for your smokeappetite! 
Turns on such a whale of a lot of 
real pipepeace you just can’t help 


FOR NEEDED COVERAGE IN 


THE SMALL TOWN MARKET 


THAT'S WHAT EACH SUBSCRIBER PAYS FOR 
ss TRAFFIC WORLD EVERY YEAR) > 


® 1 RAFFIC WORLD Dp 


mermill Cover. . 
start with your prospect. 


| The rich, brilliant colors and pleasing finishes 


a» 


_- 


OU’VE seen it happen. One catalog will go 
| pale guns... pay its way ina hurry. While 
_ another, offering equally good merchandise, 
winds up in the wastebasket time after time. 
| | What’s the reason? Poor copy . . . poor lay- 
out? More often it’s poor “packaging.’’ For 
the best catalog ever written hasn’t a chance 
. . . if it doesn’t get opened and read. 

When you send your booklets and catalogs 
to market, “package’’ them to win and hold 
attention. Give them a cover that stops the 
reader, catches his eye and his interest...a 
| cover that makes him say, ‘‘Here’s something 
that’s worth looking into!’’ Give them a Ham- 
. and you give them a head 


= 
— MAKERS OF HAM 


eleven different 
work ... 


designs . . 
binations . . 

layout. It’s a 
the better class 


printing produced today. Send 
for your copy now. 


specimens of work- 
and-turn printing . . 
. striking color com- 
. suggestions for 


Hammermill Paper Co., Erie, Pa. 
Gentlemen: Please send me the Portfolio of 
Commercial Specimens on Hammermill Cover. 


of Hammermill Cover make a striking back- 
ground for designs that catch the eye, invite 
reading. Its strength and durability keep your 
sales message alive and selling. And its easy, 
trouble-free printability saves you time and 
money on every job. The next time you order 
cover paper, specify ‘‘Hammermill.” 


WANT SOME NEW COVER IDEAS? Mail coupon for this 
Portfolio of Commercial Reprints on Hammermill Gover. 
Contains samples of actual cover jobs producéd by 


advertisers . . . 2-color, 3-color, 4-color 


. unusual 


cross-section of 
of cover paper 


AA-11-20 
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poe 
* Name 

! 

Position 


(Please attach to your business letterhead) 
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Sunkist Launches 9 “'E® CURUS PROBES | Tn dex of Retail Activity in 80 Importan} 
Citrus Fruit Sales ORATION, ee: 

(Copyright, 1939, by Advertising Publications, Inc.) 
(Continued from Page 1) 
are spending more. Sunkist adver- 
tising, conducted consistently for 30 
years, has induced 81 per cent of RETAIL ACTIVITY T 
all families in the United States to +20 iaMAJOR MARKETS w 
use oranges, and 89 per cent to use pre -% 
lemons. The latter figure is some- +15 iia ae ash 
es . . “Dy -w - 
what surprising in view of the +10 
° ° . Total vanation. 
heavier promotion effort put behind Wn SN mia. eas =< 
oranges. During 1938-39, the Ex- +5 y 
change invested $962,677 in orange ee - ons =o — 
advertising, $560,919 in lemon copy, VEAR wt eat expel 
, ‘ , j A) haat 
and $36,213 in grapefruit promotion. - Si vant 
This sum was raised by an assess- -10 man 
ment of five cents per box on Box 
—_—_— 
oranges, ten cents on lemons and -15 
e cents é it. en 
thre nts on grapefruit Paul Armstrong | “ 
— ————— = — le 
Blames Smaller Crop a 7 7 14 21 28 4 W 18 25 2 9 16 23 30 —— 
; ; ; . a ~~ = s - . “y sitio’ 
The unsatisfactory results| Laminated Covers,| | January OCTOBER NOVEMBER DECEMBER BOX 
achieved are ascribed to a smaller you 
crop and to intensified competition L g In ert Get “us 
from Florida and Texas. Shipments arger s s i a % Gain 7 14 
through ‘xchange equale P Offi Ok 45-Week 45-Wee 45-Wee or Loss or Loss an 
os oan _ my a — “ Post ice ay Period Period Period 1939 1939 Week Week % Gai fe 2° 
’ ) Cars ol packe rult, uring ; Ended Ended Ended over over Ended Ended or Ac 
the eight weeks from Nov. 28 to Washington, D. C., Nov. 16.— City Nov. 13,1937 Nov. 12,1938 Nov. 11, 1939 1937 1938 Nov. 12,1938 Nov. 11, 1939 Loss ove 
Jan. 21, Exchange oranges sold at| Liberalization of second-class mail- | {Zp CuNWn........ 14,254,273 10,242,429 3,564,466 —39.9 — 164 219,688 213,297 aim ager 
auction averaged $1.07 more per| ing regulations by the Post Office | Albany, N. Y. ......... 8,228,626 7,530,108 7,155,318 —13.1 —5.0 179,359 164,825 4) 0" 
box delivered than Florida oranges. | this week offered promise of attrac- | Altoona, Pa. .......... 6,118,433 4,407,779 4,899,524 —19.9 +11.2 123,011 137,438) +111 api: 
Ret to California ;: Arizona | tiv ‘tunities for adver- | Atlanta, Ga. .......... 14,139,902 13,809,866 15,447,152 +9.2 +11.9 419,426 415,800 —§ MM sing 
eturns to California and Arizona | tive yor re yg 3 “| Baltimore, Md. ....... 20,222,518 18,921,268 19,149,696 —5.3 +12 464,124 494,391 46: : 
for the citrus crop in the year end-| tisers and publishers. Birmingham, Ala. 11,219,880 10,861,970 11,551,344 73.0 +63 270,102 305,004 +10 pic 
ing Oct. 31, were $77,530,000, f. o. b. To encourage improvec appear-|2poston, Mass. ........ 17,911,043 16,304,922 16,784,533 —6.3 +2.9 432,379 482,462 = +115 exp. 
packing house after deducting $42,-| ance of periodicals the authorities | Bridgeport, Conn. 8,905,684 7,937,324 8,561,118 —3.9 +7.9 221,732 235,060 +6 vitl 
. 000,000 paid out for freight and| announced that henceforth lamina- |*Buffalo, N. Y. ........ 16,737,686 13,955,095 13,618,197 —18.6 —2.4 315,874 334,704 +6.) plos 
: ; , apa? may ee oe re 3,636,006 3,387,879 3,803,106 +4.6 +12.3 97,204 96,519 nf exe 
refrigeration. The wholesale value | tion of covers will be permitted. The tar haplde- i NERY EET: REESE EERIE 5 TT TINT 55-550 <i re 
: sey : abies Se tate . ~~ P > ra. | Cedar MDIGS, EB. .occs 4,554,32 »135,25 se ,812 —d.¢é “a 6% 99,8§ — rT 
of the fruit delivered in domestic | official statement said that the re Ghastesten. W. Ye. 10288229 9'501.626 $870,501 13.8 6.7 231.763 256.942 +10) {ror 
markets was about $120,000,000. moval of the second-class taboo has | Chattanooga, Tenn. 5,523,479 5,480,651 6,468,261 +17.1 418.0 136,411 145,539 46.7 9m ciat 
The Exchange spent $31,096 in| been granted in response to a desire | ‘Chicago, Ill. ......... 29,167,565 26,562,774 25,350,128 —13.1 —4.6 729,886 725,969 —0j me 2% 
European advertising and exported | expressed by publishers. Cincinnati, O. ......... 15,537,390 13,341,176 13,578,750 —12.6 +1.8 382,817 386,085 +05 pu 
5,377 carloads of oranges. Regulations governing the adver-| Cleveland, O. ......... 18,977,401 15,320,450 15,486,381 —18.4 +1.1 372,941 398,459 +65 ing 
; tising inserts in second-class publi- |Co!umbus, O. ......... 12,395,964 10,787,444 11,574,288 —6.6 +7.3 316,340 329,670 +43 ~~ 
sil serts secor ass p ARNE, TOR, sb oscssacss 18,872,274 17,888,031 18,130,530 —3.9 +1.4 443,485 476,136 +14 ~ 
: cations were modified to permit Davenport, Ia. ....... 9.188.942 8,332,560 8,078,242 =—~13,1 —3.1 324,506 189,462 —41\ r 
FREE wees tour “the inclusion of inserts which are| Dayton, O. ........... 13,707,472 11,525,336 12,009,846 —12.4 +4.2 313,502 318,592 +1 ng 
first Order larger than the regular size of such | Denver, Colo. ........ 9,218,205 7,899,624 7,824,641 —15.1 —1.0 196,602 178,779 — . 
Jar and Brush FREE with your first order publications.” This will be per-|Des Moines, Ia. ....... 5,757,663 5,577,047 5,616,266 —2.5 +0.7 160,905 163,322 +1 7 
S S Artist Rubber Cement. Nationally mitted provided the inserts are | Detroit. Mich. ......... 19,825,555 15,570,446 17,487,777 —11.8 +12.3 447,447 460,444 +2 Th 
used, 3 grades: Light, Medium, Heavy. $2.75. J es x ae oe, 48 eee 9,051,541 8,756,025 9,335,011 +3.1 +6.6 336,056 446,698 +32 ze 
per gel. postpaid. For Friskets use $ $ Spe- bound in the periodicals, identified | Brie, Pa. ............. 8,220,496 7,743,536 8,263,808 +05 +6.7 194,544 211,316 +8 mm an 
cial Frisket Cement, $3.50 per gal as being a part of the publication Fall River, Mass. ..... 3,054,522 2,785,170 2,978,052 —2.5 4+ 6.9 47,946 64,974 +35 Bo 
S RUBBER CEMENT CO. and folded to approximately the | Flint, Mich. ........... 8,039,486 6,259,204 7,030,470 —12.6 +12.3 204,932 178,822 —12 ape 
© 3438 No. Halsted St., CHICAGO, ILL. same size of other pages. Fort Wayne, Ind. ..... 10,463,195 9,347,009 9,376,069 —10.4 +0.3 251,496 244,776 —2.' ae RE 
; OS eee 6,452,946 4,810,282 5,229,783 —19.0 + 8.7 151,469 146,265 3 wi 
= = == Grand Rapids, Mich. 9,283,702 7,537,148 7,591,352 —18.2 +0.7 212,548 227,654 +1 - 
Greenville, S. C. ...... 5,960,875 5,668,585 5,771,120 —3.2 +1.8 120,675 135,090 = +11 in 
- Pant : Houston, Tex. ........ 14,463,558 14,411,226 15,081,908 +4.3 +4.7 363,748 363,076 | ga 
, Indianapolis, Ind. ..... 16,454,646 13,927,454 14,703,988 —10.6 + 5.6 394,898 435,442 +11 ~ 
Jacksonville, Fla. ..... 7,835,744 7,456,320 8,007,846 +2.2 +7.4 198,336 199,150 +04 
Jersey City, N. J. ..... 2,090,020 1,821,812 1,854,067 —11.3 +1.8 45,792 43,921 --t ré 
? Kansas City, Kans. 2,378,578 2,423,652 2,357,117 —0.9 —2.8 66,024 66,598 +( re 
o Knoxville, Tenn. ...... 9,395,636 8,756,585 115 ae +7.3 196,588 211,988 +7 : 
' Little Rock, Ark ..... 8,330,476 8,155,450 2,851 —3.6 —1.5 254,212 179,102 —2% ‘ 
PL rae Los Angeles, Cal. ..... 22,546,653 20,248,845 ,185 —4.6 +6.2 501,824 508,864 +14 - 
et 3 . ag ae : Louisville, Ky. ........ 14,174,978 12,298,476 141 —10.1 +3.6 322,622 355,172 3 +11 G 
ek? “ee Be i | eet 8,740,536 7,137,818 424 —17.8 +0.7 168,770 154,700 —S 
* Manchester, N. H...... 3,306,398 3,172,086 293,753 —0.4 +3.8 70,232 73,776 +3 
\ Memphis, Tenn. ....... 10,669,514 9,856,378 562,496 —1.0 +7.2 269,696 253,610 —§ he 
‘Milwaukee, Wis. ..... 15,716,011 13,073,559 301 —20.3 —4.2 349,133 346,075 —( N 
, «=| Minneapolis, Minn. 12,941,278 11,738,993 70,743 —8.3 +1.1 317,172 252,272 2 it 
3 2 ey Moline-Rock Island 8,023,083 7,287,812 53,078 —9.5 —0.3 156,590 188,776 = +2 ul 
r 2 “t Nassau County, L.I., N.Y. 2,191,486 2,082,585 003 +-7.6 +13.2 51,689 50,631 —? m 
* OS ee as 5 New Bedford, Mass. 2,946,944 2,707,082 948 —7.3 +0.9 59,906 54,572 —s Sl 
Sed yk ‘ ie oo ad : TZ New Haven, Conn. 8,306,066 7,889,676 9,218 ===$3.6 +1.5 186,760 186,424 a | a 
Perle Ry: ‘ j » tO ht New Orleans, La. 17,715,007 16,475,363 504 —4.4 +2.8 449,556 401,121 —l0 , 
& 1 EureP Saye |New York, N.Y. ...... 58,264,636 51,913,431 ,339,994 —11.9 —1.1 1,600,929 1,601,446 - 
P } verar © Mey | Brooklyn, N. Y........ 5,594,231 4,232,576 20,446 —38.9 —19.2 98,726 94,837 aa R 
Ar Enel r A ha ie a eae 8,465,380 8,155,546 5,356 —2.4 +1.4 196,504 195,664 | 
h ; pew | } Oakland, Cal. ceocce 6,871,887 6,252,470 37,581 29 +13.0 179,263 210,356 +1) 
R » - 7 *Oklahoma City, Okla.. 10,948,238 10,206,818 3,164 —29.0 —23.9 212,212 174,664 —li a 
’ TOUS, Omaha, Neb. .......... 5,311,151 5,385,707 25,598 —3.5 —8 140,480 121,797 —13 " 
. p aus Serre 10,316,962 8,986,060 32,794 —7.6 +6.1 209,444 223,426 +6 ~ 
el & Philadelphia, Pa. ..... 26,726,215 23,417,402 903 —9.8 +2.9 694,269 677,393 — V 
Phoenix, Ariz. ........ 75,138 6,581,146 9,024 —0.3 3.4 143,878 162,610 +13 n 
Pittsburgh, Pa. 1,118 17,353,756 17,669,353 20.5 +1.8 440,090 491,246 +11 = 
Portland, Ore. ........ 53,648 10,367,006 10,895,985 4.1 + 5.1 283,500 236,460 —I6! 
Reading, Pa. ......... 9,700,522 8,337,721 8,740,253 —9.9 +4.8 240,114 231,630 3 
Richmond, Va. ........ 11,663,862 10,510,360 11,012,964 —5.6 +4.8 257,390 268,800 +4! 
Rochester, N. Y. ...... 15,511,423 2,644,977 13,190,305 —15.0 +4.3 359,823 354,453 —l 
Rockford, Ill. ......... 7,260,428 6,733,062 6,918,240 —4.7 + 2.8 147,728 170,422 +154 
Sacramento, Cal. ..... 7,673,197 6,895,761 —5.8 +4.8 185,542 143,976 —224 
San Antonio, Tex. 5,688,755 5,550,755 +10.3 +13.0 145,681 148,191 +1. 
San Diego, Cal. 12,328,166 11,078,488 —7.9 +2.5 281,764 273,042 i.) 
Seattle, Wash. ........ 9,014,074 8,551,397 10,006,668 +11.0 +17.0 227,318 269,584 +184 
7South Bend, Ind. 8,291,650 6,182,590 4,623,502 —44.2 —25.2 183,633 129,500 —2 
‘Spokane, Wash. ...... 6,828,444 6,373,696 7,654 =——15.7 auth, 134,708 113,638 1. 
i: Eee BO cédueveed 17,073,435 15,393,070 15,654,470 —8.3 +1.7 395,950 387,440 —i. 
*St. Paul, Minn. 11,397,075 9,763,880 9,479,039 —16.8 —2.9 208,255 259,909 +24! 
Tacoma, Wash. ....... 5,536,616 5,215,224 5,520,936 ——(),3 +5.9 127,862 124,726 —i 
Tampa, Fla 5,414,630 5,178,936 5,822,334 + 7.5 +12.4 126,798 142,030 +12 
Toronto, Ont., Can.... 17,096,370 14,965,610 13,956,200 18.4 —6.8 321,257 405,414 +26 
ea 3,812,865 3,534,958 3,867,592 1.4 +9.4 89,894 107,590 +19: 
PUNE, GOOD, ncncses ccs 8,608,198 7,934,392 7,839,910 89 —1.2 208,922 209,062 +0 
Washington, D. C. 32,743,490 30,202,992 29,425,764 10.1 —2.6 794,466 739,177 — 
Youngstown, O. ...... 7,982,049 6,365,515 6,634,359 —16.9 + 4.2 152,232 164,276 +18 
qe = —— a — - = — a — quae —_— 
a Pee Pree 919,235,194 817,374,488 $31,178,195 —9.6 +1.7 21,635,986 21,822,413 +0! 
1 Akron Times-Press discontinued Aug. 28, 1938. 
2 Linage of daily American, now combined with Record, eliminated from 1938 totals. 
3 Buffalo Times discontinued Aug. 1, 1939. 
4 Chicago Herald & Examiner discontinued Aug. 28, 1939. 
5 Milwaukee News discontinued Jan. 14, 1939. 
6 Oklahoma News discontinued Feb. 24, 1939. 
Qe 7 News-Times discontinued Dec. 28, 1938. 
. 8 Spokane Press discontinued March 18, 1939. 
_9 _St. Paul Daily News disc ontinued April 30, 1938 — 


Roman Adds Palazzo 


| Tony Palazzo, formerly art direc- 
| tor of Esquire, Chicago, has joined 
Paul Roman Studios, New York. 


TORONTO! 
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WINNIPEG 
LONDON, Eas 


Representatives: NOEE, ROTHENBURG & JANN, Inc. 
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from present boss and business asso- 


) advertising and sales promotion ma- 


Sand consumers. 


| RESOURCEFUL Sales Promotion Man 


20, 1939 


ADVERTISING AGE 


Ma 


Cdveutisi 


The rates for this department are as follows: 


“Help Wanted,” 
Representatives Available,” 30 cents 
ash with order. 


“Positions Wanted,” 


“Representatives Wanted,” 
a line, minimum charge $1. 


and 
Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


3475 per inch. 


—_—— 


——— 


POSITIONS WANTED 


ADVERTISING SPACE SALESMAN 
sperienced man, wide acquaintance, 
vants Eastern representation of lead- 
ng publication or position as sales- 
man or manager Eastern Office. 
nox 1931, ADVERTISING AGE, N. Y. 
 aauienes 

Stenographer-Secretary 
young woman, late 30s, Protestant. 
‘ong editorial experience on weekly 
‘ade journal. Responsible; retentive 
emory. Over ten years present po- 
sition; seeks change with a_ future. 
pox 1935, ADVE'RTISING AGE, N. Y. 


YOUNG WOMAN, SEC’Y-EDIT ASS’T 
% years exp., that capacity; 3 years 
srevious steno.-general office exp. 
Want responsibility. Excellent refs. 

x 1958, ADVERTISING AGE, Chgo. 


ACCOUNTANT-PRODUCTION MGR. 


Seven years experience full charge 
.wency finances. Two years produc- 
‘ion. Want opportunity for hard 
work and income consistent with 
ability Best of references. Age 32, 
single, Gentile. Prefer middle west. 
Rox 1959, ADVERTISING AGE, Chgo. 
Direct by mail specialist. 15 years 
experience as Advertising Manager 
vith one company where now em- 
ployed but leaving. Can plan and 
execute all or any phase of a sales 
promotion campaign. Top rank sales 


yrrespondent. Finest references 
iates 


Box 1968, ADVERTISING AGE, Chgo. 


BUILDING MATERIAL ADVERTIS- 
ng man seeks position as advertising 
manager for a manufacturer or with 
agency having building material ac- 
uunts. Seven years with largest ma- 
terial manufacturer, planning, design- 
ng, writing and producing successful 
terial directed to all industry factors 
Practical executive. 
Thoroughly professional. Able organ- 
zer. Well grounded in departmental 
indagency procedure, College trained. 
For full details please address 

Box 1964, ADVERTISING AGE, Chgo. 


with fifteen years of well-rounded ex- 
perience in the industrial field wants 
1 job with a real challenge. Skilled 
n market analysis, planning and or- 
ganizing media, production and gen- 
eral procedure. Works cooperatively 
nd objectively with associates. Some 
t selling experience. Excellent 
refer es. Nominal starting salary. 
Pertinent facts and samples of work 
in be had by writing. 
x 1965, ADVERTISING AGE, Chgo. 


POSITIONS WANTED 


Chicago secretarial job in editorial 
office or advertising agency. Univer- 
sity graduate, three year’s experience 
on teachers’ magazine. 

Box 1961, ADVERTISING AGE, Chgo. 


ADVERTISING MANAGER for manu- 
facturer of well known household 
product seeks new position as Adver- 
tising or Sales Promotion Manager. 
Over 20 years experience in all phases 
of advertising and sales promotion, 
including dealer campaigns, promo- 
tions to department stores, display 
material, packaging, etc., as well as 
direction of national consumer cam- 
paigns. Proven record of success— 
moderate salary requirement. 

Box 1962, ADVERTISING AGE, Chgo. 


HELP WANTED 


Expert editor and manager for a 
weekly publication in Jersey City. 
Wonderful opportunity. Salary and 
commission. Write full details. 

Box 1957, ADVERTISING AGE, N. Y. 


October Sales of 


23 Chain Stores 
Show 11.1% Gain 


New York, Nov. 16.—October 
chain stores sales maintained the 
pace of previous months, according 
to reports to ADVERTISING AGE today, 
the total for 23 leading companies 
being 11.1 per cent ahead of the 
month last year. 

Increases registered by 17 of the 
23 brought the total for the group 
to $300,335,772, as compared with 
$270,335,904 in 1938. The 10-month 
total for the group was 10.3 per cent 
ahead of the 1938 mark. 


Sears Reports Increase 


Mail order companies continued 
to establish new records. Sears re- 
ported a gain of 29.6 per cent with 
$62,061,487 the largest tenth period 
sales total in its history. Ward also 
established a new October record 
with $54,944,556, a gain of 17.7 per 
cent over 1938. Spiegel reported 
sales of $6,749,404 for a gain of 9.7 
per cent. 

Others to report increases were 
National Tea which had a gain of 
12.4 per cent and its best month 
so far this year; Neisner, 4.3 per 
cent; Safeway, 6.6 per cent; Western 
Auto, 18.4 per cent, and J. C. Pen- 
ney, 7.1 per cent. 


OCTOBER SALES OF CHAIN STORES 


% Gain 10Months 10 Months % Gain 
sii Oct., 1939 Oct., 1938 or Loss 1939 1938 or Loss 
waison 

Stores ...$ 2,214,093 $2,281,653 -—2.9 $ 20,314,881 $ 19,824,101 +2.5 
Grant, W. T. 8,732,799 8,973,521 —2.7 75,177,054 70,683,488 +6.4 
Green, H. L. 2,855,362 2,832,637 +0.8 25,302,818 23,410,062 +8.1 
ae 11,991,911 1,851,749 +7.6 20,596,353 19,903,628 +3.5 
Kresge, S. S. 12,662,565 13,019,443 —2.7 113,762,423 109,865,624 +3.5 
Kress, S. H. 7,286,371 6,826,698 +6.7 62,323,450 61,145,216 +1.9 
tKroger Groc. 

& Baking Co. 19,561,600 17,852,234 +9.6 203,217,857 193,957,469 +4.9 
Lerner Stores 3,215,086 3,198,867 +0.5 30,334,969 28,659,642 +5.8 
McCrory 

Stores 3,430,685 $3,294,044 +4.1 31,916,517 29,879,249 +6.8 
McLellan 

Stores .... 1,883,984 1,967,884 —4.3 16,773,056 16,089,775 +4.2 
Murphy, G. Cc. 4,090,431 3,810,936 +7.3 34,903,068 31,373,172 +11.3 
tNat’l Tea Co. 4,682,706 4,166,097 +12.4 46,945,552 46,457,197 +1.1 
Neisner Bros. 2,035,925 1,950,933 +4.3 17,793,674 15,188,331 +17.1 
Newberry, J.J. 4,453,117 4,288,302 +3.8 38,917,161 36,296,560 +7.2 
Penney, J. C. 28,721,904 26,822,116 +7.1 210,703,234 191,825,478 +9.8 
Peoples Drug 

Stores 1,955,411 1,940,446 +0.8 18,312,867 17,492,951 +4.7 
tSafeway 

Stores 30,280,310 28,396,676 +6.6 323,720,669 309,463,983 +4.6 
Spiegel, Inc.. 6,749,404 6,154,121 +9.7 39,916,242 38,586,336 +3.4 
{Sears, Roe- 

buck & Co. 62,061,487 47,874,046 + 29.6 486,754,353 393,346,146 + 23.7 
Walgreen Co. 5,887,495 5,921,379 —0.6 57,526,410 54,815,753 +4.9 
Ward, Mont- 

gomery & 

eh Aeeksae 54,944,556 $6,666,954 +17.7 §$358,050,867 §308,665,055 +16.0 
Western Auto 

Supply Co. 4,109,000 3,471,000 +18.4 35,677,000 28,619,000 +24.6 
Woolworth, 

re xs 26,529,570 26,774,168 —0.9 239,552,275 228,620,300 +4.8 

Total ...$300,335,772 $270,335,904 +11.1 $2,508,492,750 $2,273,968,516 + 10.3 


tCovers 4 and 44 weeks ended Nov. 4. 
tCovers 4 and 44 weeks ended Oct. 28. 
"Covers 4 and 40 weeks ended Novy. 5. 


§$Nine months. 


CIRCULATION MANAGER 
This is not a job for a novice. 
Well-established business paper 
wants first-rate circulation 
manager to assume _ entire 
charge of department, and con- 
centrate on mail circulation 
promotion. Don’t answer un- 
less you are an experienced 
business paper circulation ex- 
ecutive, and unless you are 
willing to tell your WHOLE 
STORY, including salary re- 
quirements, in first letter which 
will be held in strict confidence. 

Box 1960. ADVERTISING AGE, Chgo 
POST CARDS 
“FOTO-TONE” POST CARDS 
Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, 

Hamilton, Ohio. 


PUBLIC NOTICE 


NOTHING UP OUR SLEEVE— 
but we can reproduce direct from 
your copy! Forget heavy typesetting 
and cut bills. New Laurel Process is 
perfection itself for Pictorial Adver- 
tising of all sorts. 

Try us for Direct-Mail, Sales Letters, 
Booklets, Catalogues, Price Lists, 
Broadsides. 
All sizes supplied 
Short runs without penalty 
500 Copies (8%x11") $2.63 
Additional hundred copies only 22c 
Even lower for large quantities 
Free samples on request 

Laurel Process, 480 Canal St., N. Y. C. 
Phone WAlker 5-0526 if you are in 
the New York area. A trained repre- 
sentative will call without obligation. 


Goodman Names Reiss 


H. Goodman & Sons, Jersey City, 
has appointed Reiss Advertising, 
New York, to handle promotion of 
its hair curlers. Business papers 
ind direct mail will be used im- 
mediately with advertising in con- 
sumer publications planned for the 
spring. 


Ronzoni to Hoyt 


_ Ronzoni Macaroni Company, 
Long Island City, N. Y., manufac- 
turer of spaghetti, macaroni and egg 
noodle products, has named Charles 

Hoyt Company, New York, to 
handle its account. 


Maxon in Bridgeport 
Maxon, Inc., New York, has 
opened an office in Bridgeport, 
Conn., at 1260 Boston avenue, to 
aid in serving the General Electric 
Company account. Personnel in- 
cludes W. Ray Baker, Paul Foley, 
R. C. Richardson and Karl Firth. 


Hanna in New Post 

Norman L. Hanna has joined 
Philip Hano Company, Holyoke, 
Mass., maker of continuous printed 
forms, as sales promotion manager. 
He was formerly in the advertising 
department of Cincinnati Milling 
Madrine Company, Cincinnati. 
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*~  MAGILL-WEINSHEIMER COMPANY 


1320-1334 Sowth Wabosh Avenue « Chicago, Iilinois 


The plus value offered by controlled circulation 


It is relatively easy to edit a magazine so as 
to appeal to a given type of reader. The tough 
job comes in persuading logical readers to sub- 


Shrewd advertisers recognize 


it’s a “must” in successful marketing 


scribe—and thus enable the publisher to deliver 


his advertisers 100% coverage of a given mar- 
ket. When you enter the fields of highly spe- 
cialized business enterprise, the job of cover- 
age becomes even more difficult. 


By every criterion, the man you, as an adver- 
tiser, most want to reach is a man with buying 
authority and influence. Ordinarily, therefore, 
he’s an executive, busy, hard to reach... and 
lacking time to give an adequate hearing to 
salesmen of any product whatsoever. 


Where does market coverage come in against 
Your guess is as good 
In fact, it has been such an uncertainty. 
that a group of leading business paper pub- 
lishers abandoned orthodox circulation methods 
They were not long in discovering 
that you don’t have to sell a man a subscription 
before he will become an interested reader. 


that kind of obstacle? 
as any. 


entirely. 


Editorial value, vitality of content, the measur- 
able relation between what you have to say and 
his own interests alone decide that. 


This simple truth, so long overlooked, led to 
an astounding advance in market-coverage meth- 
ods . . . to controlled circulation in fact; a 


method which not only assures the same degree 


tisers. 


Advertise 


of intelligent control in circulation as exerted 
in the editorial room, but delivery to adver- 
tisers of the market they select, rather than a 
market selected by a given salesman’s efficiency 
or inefficiency. 


From the very start, ControHed Circulation 
Methods have been highly successful. 
tip from consistent C.C.A. Publication adver- 
Check C.C.A. coverage in your field 
with your own prospect lists. 


Take a 


Bear in mind 


this is proven coverage. Then render your own 
final convincing test. 
C. C. A. Publications. 


plus value offered by scientific control. 


in selected 


You too will find the 
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THIS ADVERTISEMENT IS SPONSORED AND PAID FOR BY THESE LEADING C. C. A. PUBLICATIONS 
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Bakers Review 

Bankers Monthly 

Better Roads 

Compressed Air Magazine 


Construction Digest 


Diesel Progress 

Drug Topics 

Dun’s Review 

Electric Light & Power 
Electrical Dealer 
Electrical Manufacturing 
Excavating Engineer 
Fleet Owner 


Golfdom 


Contractors and Engineers Monthly 


Graphic Arts Monthly and 
The Printing Industry 


Hitcheock’s Machine Tool Blue Book 


Hospital Topics & Buyer 
Industrial Equipment News 
Industrial Power 

Jobber Topics 

Liquor Store & Dispenser 
Machine Design 


Meat 


Medical Economies 


Mill & Factory 
Modern Machine Shop 


National Jeweler 


New Equipment Digest 


Petroleum Marketer 


Pit and Quarry Handbook 
Premium Practice 


Progressive Grocer 


Roads and Streets 


Rug Profits 


Soda Fountain 


Super Service Station 


Syndicate Store Merchandiser 


Tires 
Western City 


What's New in Home Economics 


Wood Products 


CONTROLLED CIRCULATION PUBLICATIONS 
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ADVERTISING AGE 


November 20, 19: Nove 
— 


NE OF THESE DAYS a lot of our citizens 
O are going to wake up. They’re go- 
ing to discover that trick schemes, 
such as converting 2¢ stamps into $130 
a month, just don’t pan out. The arith- 
metic is wrong. 


And then the businessmen, who do 
know arithmetic, are going to say: “I 
told you so—you can’t beat good, 
honest, steady and productive enter- 
prise as a way to get along. 


* * * 


“NOW TAKE SMART ADVERTISERS. They 
don’t go chasing rainbows. They don’t 
dabble with a little newspaper space 


HAM and EGGS 
_or *30 every Thursday 


here, a quickie-radio show there and a 
couple of billboards in Keokuk. 


“They pick out a good solid two- 
million or ten-million block of buyers 
—women, usually, since it’s the women 
who spend nearly all the money—and 
then they cultivate them, month in 
and month out. 


* * * 


“THAT’S THE WAY THEY BUILD A BUSINESS. 
That’s how they do a job and you 
wouldn’t catch any sound business- 
man doing otherwise!” 


—Or would you? 


(A color page EVERY month in the year can be bought 
for about the price of ONE MONTH of big-time broad- 
casting. And, of course, the color page is ‘‘on” ALL 
month—it can be tuned in any time.) 


_—— — 
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PULCH RITUDE PLUGS PLUGS 


Electric Auto-Lite Company, Toledo, admits that it likes to see pretty girls in 

advertising and proves its belief by using Priscilla Lane, star at Warner Brothers 

Studio, in rotogravure copy, posters and point-of-purchase displays. The life- 

sire unit is designed as a “stopper” for store traffic. The two headlights suggest 
immediate application of the product in use. 


FLEISCHMANN TESTS NEW VITAMIN PRODUCT 


or ae amas 
a Remarkal 


...who are sae 


| How can I tell if my child int more standin 
NEW! DIFFERENT! than I am giving him? Some signs are: 


DELICIOUS tasting! Not just 2~ 

tut 4 vitamins... Rich in the W 
APPETITE vitamin and Minerals Sy a 
Na. ‘ years of rexearch and Coating, mothers Se 


ast get a wonderful new vicamie food, 


i 


donned coger ally foe chihdren 
‘race Hievchmana's Forvican is diferent from . 
viouy viamo preparations. lt feck: diferent. It 
++ tern: There's necking smelly ot oily about 
‘0 apsules that ere hard for child to 
ee ‘ 
I brcence newest gift to help supply children’s 
calth peed v Py mews for every apreed nar 
borviran has 4 vitamine inetead of jum 2. te fe Toate « 
weeping * a 4 ppecite Viaamain By Te has one of 
pad V.camig G. It has important mine 
be thar tren maut hawe for normal growth, 
Doesn cod-tiver oll give children 
the viomins they need? 
Na Cow | a storehouse of only 2 vicamins 
“hand D | hes 00 By ot G. It has no minerals. 
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Test copy for Standard Brands’ latest product has been released in Binghamton, 


N. Y.. Harrisburg, Pa., and Portland, Me. Pleasantly flavored for juvenile appeal, 
the product is offered as the result of three years of research. (Story on Page |.) 


IT COMES BUT ONCE A YEAR 


Sch 


tion 


« Dry Shaver, Inc., is imbuing its dealers with the proper holiday promo- 
spirit in distribution of this special window display. The display will tie in 
with Schick's holiday campaign, presenting the shaver as an “extra bathroom.” 

Ne campaign is the latest merchandising move under the company's aggressive 
— management policy which is credited with lifting Schick from third place to 
"e top of the heap in a field it once dominated within a period of 90 days. 
(Story on Page 2.) 


PHOTOGRAPHIC REVIEW 
OF THE WEEK 


CONTINUES UNIQUE ART 


BREARFAST JON E” wasnv ennw savence 


his yrer the Jones Fomity on even deren of ut will gether of the fermeteed for ow 
Thenksqreing brwabtes! of Jones Dairy Form Sousege buch wheet cones. and mopie syrve 

We invite you to join the thousands of “Jones” families whe celebrate Thenkigiving 
this Somme wey by storing the doy wah Jones Dairy Farm Seusege te: breoktast 

Your wery frst teste will tell yeu thet good fever eheunds in “senes” ~geed Rewer 
mass possible by vemng the cherwe cuts of pork — lous thovkders end hems then wesening 
erronding te the temous Jones recipe Any Jones customer will tell you. There's only 
ore wey te ster Thenksgving Dey Jones Derry farm Seusege for ereoktew 

Goes markets everywhere sell Jones Dowy Furm Seviege Order your Thanksgiving 
supety trom your mersetmen tedey 


JONES oe 


Cede ently on the Jones Dairy form at fort Athinsen, Wie. Mery * jones, Pres 


Dale Nichols’ distinctive art continues 
to draw plaudits for magazine advertis- 
ing of Jones Dairy Farm, Fort Atkinson, 
Wis. The layouts are characterized by 
a judicious use of black and one color. 
George H. Hartman Co: is the agency. 


HAPPY SKI TOTS 


—— 


To dramatize the special care needed 

for chapped skin, Mentholatum Com- 

pany has prepared this new winter win- 

dow display, featuring a painting by 
Harold Anderson. 


RED-SHIRTED LAD IS AT YOUR SERVICE 


fons SPOT 


Sf r TOR ast a 


cuaing ive § 
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In releasing a test campaign in the Cleveland area Wildon Company discloses 
the creation of a new "Johnny" who will chirp out plaudits for his stain remover 


in newspapers, over the air and from various retail vantage points. “Johnny's 
red cap is designed to match the shape of the product's bottle top applicator. 
Gregory & Bolton, Cleveland, is the agency. (Story on Page |! 


EARLIER COPYWRITING ERA RECALLED 


You'll start an 
old-pal-party 


just ubout as quick as a fash 
hee its @ live bet to le 
a) 


’ 


: RINGER 5 LN 


This Prince Albert copy started something when it appeared in 1915, because 

of its informal, breezy style. The same copywriter, Theodore B. Creamer, is now 

working on another campaign for another brand—Heine's Blend—in a series 

which will make use of somewhat the same theme in modern dress. (Story 
on Page 31.) 


DIRECT COLOR LENDS REALISM TO HOLIDAY SUGGESTION 


THEY GO MIGHTY FINE} TOGETHER 


a: mee 


it - 
. z e . fe 
Bem a 


This 24-sheet poster, to be used by Fall City Brewing Company, Louisville, Ky., in Southern locations, features a four-color 
process production job. The illustration was blown up from an original 10 by 22'/2 inches in size. Photo Process Company, 


Milwaukee, produced the job. 
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